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CHICAGO 


42.4 


WBBM -TV— TRENDEX 
Sat. Dec. 15 
10 P.M. to Midnight 











NEW YORK 


28.4 


WCBS -TV— TRENDEX 
Sat. Dec. 1 
11:15 P.M. to 1:15 A.M. 


LOS ANGELES 


30.8 


KTTV— SPECIAL A.R.B. 
Fri. Oct. 12 
8 to 10:30 P.M. 











DENVER 


20.3] 


KTVR— SPECIAL A.R.B. 
Thur. Nov. 8 
9 to 10 P.M. 





Minneapolis -St. Paul 


25.3 


KMGM-TV— TRENDEX 
Sat. Dec. 8 
9 to 11 P.M. 











When the lion roars—the _ 
ratings soar. The story’s the 
same from coast to coast! 


SEATTLE 


26.2 


KING-TV—A.R.B. 
Sat. Oct. 13 
10:45 P.M. to Midnight 








PHILADELPHIA 


17.9 


WFIL-TV— TRENDEX 
Sun. Oct. 28 
5 to 6:30 P.M. 


MGM-IVW 





eee i New Hi-Sign 
on Michigan’s 
Skyline! 


Now...maximum tower (1023 feet) 
maximum power (100,000 watts) 
maximum outstate coverage 


Located in the geographical center 
of Michigan . . . completely surrounded 
by populous cities and thickly settled 
urban and farm areas . . . an enviable 


spot occupied exclusively by WJIM-TV. 


Lansing { /} WII iM WV 
Saginaw 
Bay ne ) 
Flint v 
Pontiac | 


Ann Arbor 
Jackson “3 Channel 6 Lansing | 
Battle Creek 
Kalamazoo 
Grand Rapids 
Mt. Pleasant 
Midland 


NBC...CBS...ABC 
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Now that expert 


pre-testing ends guesswork, 


more than ever it’s 


OTE I ELBE tet tiis 











--- good spot to bein! 


Like to get an idea how the job is going to turn out 





before you start? Then you'll agree with duPont, 
makers of Duco paint, that our Spot-Check Plan 
comes in mighty handy. This new spot television 
‘sales concept allows you to pre-test (on any or all 
of the 13 major stations we represent) the effective- 
ness of the medium and the various ways to use it 
...- providing reliable qualitative sales research at 
no extra cost! 

DuPont used the Spot-Check Plan in a three-city 
test to gauge spot television’s power to stimulate 
sales and increase their share of market for paint 
and auto polish. Not only did the test campaign spur 
a tremendous boost in brand awareness, but it net- 
ted handsome sales increases as well. (In one test 
city, Duco paint sales shot up 65% during the 
13-week test period!) According to Dick Swyers, 
BBDO account executive: “The test served as the 
basis for the entire spot campaign we’re now run- 
ning...helped us make national plans with solid, 
factual data to back us up.” Good spot to be in! 

Put an end to costly second-guessing...get all 


details on the Spot-Check Plan from... 


CBS Television Spot Sales 


Representing: wcss-tvy New York; wcau-tv Philadelphia, 





wtop-tv Washington, wetv Charlotte, wetw Florence. 
wMBr-TV Jacksonville, wx1x Milwaukee, wepm-tv Chicago. 
KSL-TV Salt Lake City, kcuL-tv Galveston-Houston, KOIN-TV 
Portland. kKNxt Los Angeles. wuct Hartford, cBs TELEVISION 
PACIFIC NETWORK 





iS ON 
THE AIR! 


KGW-TV brings to the 
ld, ~yeer PORTLAND, OREGON market... 





F @ 316,000 watts of on-the-ground Video Power 
7 ; —the most powerful commercial television 
hd transmitter in the world! 


e A terrain-trained signal to penetrate deeply 
into Portland’s steep up-and-down 
residential core . . . as well as across all of 


p ; western Oregon and southern Washington! 
Ys ’ @ Full ABC Network schedule! * 


@ Local identification with 30 hours a week of 
live production! 


@ Feature films including MGM and DAVID 


KGW, Portland SELZNICK productions! 


Attiliated with KING-TV and KING, Seattle 





@ The newest yet most experienced channel 
because KGW-TV’s personnel is 
representative of over 138 years of 

WALTER WAGSTAFF, television experience! 
Manager 
JOHN PINDELL, 
Sales Manager 


for rates, 


availabilities 
ASK = and market 
information. 


KGW-TYV 


CHANNEL 








PORTLAND, OREGON 
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Television Age 


DECEMBER 31, 1956 


27 VIEWERS LIKE BIG-NAME MOVIES 


Bonanza of feature films is welcomed 


by public, advertisers and stations 


32 FEATURE-FILM PACKAGERS 


Distributors of new movie packages, 


plus a summary of package contents 


34 A REAPPRAISAL OF FEATURE FILM 


Triangle Stations believe investment 


in films calls for programming care 


36 VACATION VIEWING 


Pulse survey finds Ernie Kovacs most 


liked among summer-replacement shows 


38 SELLING CHEMICALS ON TV 


West-coast fertilizer firm uses video 


to sell products with difficult names 


40 FILM DIRECTORS AND EDITORS 
Complete, up-to-date listing of film 


personnel on U, S. television stations 


DEPARTMENTS 


11 


13 


19 


21 


23 


45 


Publisher’s Letter 
Report to the readers 


Letters to the Editor 


The customers always write 


Tele-scope 
What's ahead behind the scenes 


Business Barometer 


Measuring the trends 


Newsfront 
The way it’s happening 


Film Sales 


The most recent contracts 


AS 


53 


69 


On Film 


Suppliers, service news 


Washington Memo 
1956 tv inventory 


Wall Street Report 
The financial picture 


Spot Report 


Digest of national activity 


In the Picture 


Portraits of people in the news 


In Camera 
Lhe lighter side 








And Renews! 


MAOLA MILK & ICE CREAM CO., 
North Carolina, sponsor of Cisco 
in Wilmington for third year and 
in Greenville for one year, en- 
thusiastically states through Wal- 
ter J. Klein, Inc.; 


“Sales have jumped in 
both markets as result 
of the TV series and 
Cisco’s ‘Ranchers Club’ 
activities. Each Rancher 
(boy or girl) signs a 
pledge to drink 3 glasses 
of milk a day.” 


Ask to see more success stories of 


THE WORLD'S GREATEST SALESMANI 


“THE CISCO KID” 


Slewts tore 
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Tta Sensational, ! 


THE WAY THESE GLOBAL PUPPETS SELL SPONSORS’ PRODUCTS 


EET some members of the fast-growing family viewer attention to your sales message. Write or 

of Global puppets! They move, act, sing, talk phone and we'll submit ideas on how Global pup- 
—and above all, they sell. And because they petry — stop-motion, three-dimensional, with the 
entertain as they sell, they give your commer- exclusive Global Syncovox process — can do the 
cials program value—the guarantee of maximum job for your product! 












Valley Forge Beer Brylcreem Arnold Bakers, Inc. 


Alvin Epstein Advertising Atherton & Currier, Inc. Charles W. Hoyt Co. 





Robert Hall Clothes 
Frank B. Sawdon, Inc. 


Abbott's Dairies Valley Forge Beer 


Richard Foley Agency Alvin Epstein Advertising For export client 


For export client 


IS 


Py-Co-Pay Toothbrushes Sofskin Hand Cream = ‘‘Mr.Tickins’’ Ronzoni Macaroni Co. li 
Block Drug Morse International Bulova Watch Co. Emil Mogul Agency FF export client 


GLOBAL TELEFILMS, INC. 


* NEW YORK: 35 West 53rd Street BOSTON: Hotel Bradford, Fifth Floor 
Telephone: Circle 5-7991 Telephone: Hancock 6-1122 
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A New PUBLIC RELATIONS 
FILM in 35mm EASTMAN 














This 27-minute motion picture portraying how an 


airport benefits the community it serves is being 
shown in theatres, on television, and to 16mm audi- 
ences all over the United States. Sponsored by Air 
Transport Association of America, representing the 
nation's scheduled airlines, "Mr. Withers'’ demon- 
strates how modern business uses motion pictures 
to convey a message and impart an idea. Let your 
next film be... 


Written and Produced by 


PAUL ALLEY PRODUCTIONS 


6/9 West 54th St., New York 19, N. Y. 
—— JUdson 6-2393-4 —— 
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I8 YEARS OF SERVICE 


As the John E. Pearson Company rounds out its 18th year 
in the business, it is significant to note that any organization 
is as good as its people. At the John E. Pearson Company there 
is a competent, hard-hitting sales staff that works as a smooth 
functioning and aggressive team. In the years to come, you 
can put this team to work for you in the capitals of advertis- 
ing throughout the nation They are the greatest asset of 
JEPCO. They can be your greatest asset on the national sell- 
ing front. 





JOHN E, PEARSON 





RUSS WALKER BILL WILSON RAY HENZE MIKE WURSTER DICK ALLEN 
NEW YORK NEW YORK NEW YORK NEW YORK NEW YORK 









JIM BOWDEN FRANK REED FRANK FROST WALLY RANCK BOB BAIRD 
CHICAGO CHICAGO CHICAGO CHICAGO ATLANTA 


~~“ PAY 


a’ 





TOM MURPHY BUD STITT DAVE CASSIDY MARTIN PERCIVAL SUE MASTERSON 
DALLAS MINNEAPOLIS LOS ANGELES SAN FRANCISCO SAN FRANCISCO 


JOHN E. PEARSON COMPANY 


Radio and Television Station Representatives 


New York - Chicago - Minneapolis - Atlanta 
Dallas - Los Angeles « San Francisco 











Letter from the Publisher 
Robert C. Wood 


The entire industry was grieved to hear of the untimely passing 
of Robert C. Wood, national sales director of the Storer Broad- 
casting Company. The recipient of the Purple Heart, the Bronze 
Star and a Presidential Unit Citation for bravery under fire, 
his was a real contribution to his country and to the tv-radio industry 
which he served so well. Over the years Bob aided scores of persons; 
he was always ready to help others willingly and anonymously. A 
great developer of men, he inspired and generated the warmth and 
affection of those around him. Bob had a refreshing sense of humor 
and that rare talent of cutting through a mass of extraneous material 
and going to the base of the problems which confronted him. All of 
those who were fortunate to have known him will miss him—will 
miss his guidance and advice of which he gave so freely, his 
knowledge of the business which he shared with others—his zest for 
living and enjoyment of people. 


Per petuating a Memory 


There is always the ever-present thought of how to perpetuate the 
memory of those who have made such a definitive contribution to 
the broadcast business. Certainly more should be done than merely 
acknowledging the heritage bequeathed us by leaders in all facets 
of the industry. In this respect we would like to make a suggestion. 
The mid-Manhattan theatres from which so many network shows 
originate could be renamed after outstanding persons in the business 
who have passed on. Thus, CBS Studio Theatre 59 on West 47th 
Street could be named the Robert Wood Theatre. The NBC Hudson 
Theatre on 44th Street could be renamed the John Gillin Theatre. 
Other theatres could be named after Fred Allen, Paul Kesten and 
others who made such valuable contributions to this business. The 
Broadway theatre has given such cognizance to its stellar per- 
formers. The identification of these theatres with an individual 
would enshrine for future generations the names of those persons 
upon whom the foundations and traditions of the business have been 


built. 


Big News in Programming 


The evaluation of feature film, which starts on page 27, should 
aid stations who face a competitive situation in 1957. Actually, the 
release of the Hollywood backlog of films has been the big program- 
ming news of 1956. Several stations have racked up phenomenal 
ratings by programming these features. However, a note of caution 
should be sounded. Even the most active proponents of feature film 
expect the ratings to taper off. Then again, a station has to be 
selective in purchasing those films which are tailored for its audi- 
ence. Box-office records show that a film that does well in New York 
may not necessarily pull the same audience in Tulsa or Spokane, 
and the cost of feature film has to be equated against the rating. 
There is no question, however, that feature film, as our story points 
out, will be a basic part of the tv programming structure for many 
years to come. 


Cordially, 


Gy ft 


| 
| 





STACKS OF 
BUSINESS! 


Smokestacks have always been 
a symbol of activity in our Ohio 
River Valley. They came to us 
first aboard the picturesque 
sternwheelers that opened this 
region to phenomenal growth. 
They stayed to multiply and mul- 
tiply above busy mills and fac- 
tories whose industrial worth to- 
day — in the Huntington- 
Charleston heart alone — ex- 
ceeds one billion dollars! 


Nowhere in America is there 
such a panorama of business un- 
der full steam as in the 100-plus 
counties served by the four-state 
span of WSAZ-TV. Here live 
nearly a million families with an- 
nual buying power close to four 
billion dollars —a symbol of 
booming productivity making 
this America’s 23rd TV market. 
Your advertising cuts a smart 
bow wave when you consign it 
to WSAZ-TV, only TV station 
covering the whole area. Any 
Katz office can write the ticket. 





w.3.0. NEBTWoRE 
Affiliated with Radio Stations 
WSAZ, Huntington & WGKV, Charleston 
LAWRENCE H. ROGERS, PRESIDENT 


Represented by The Katz Agency 
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A Year to Remember 


1956 will be remembered as the year of Eisenhower’s reelection, 

of Grace Kelly’s marriage, of the Yankees’ 17th World Series, of the 
crowning of Floyd Patterson as heavyweight champion. It will 

also be remembered as the year of revolt in Hungary and 

warfare in Egypt. 


The news of these events was brought to the viewers of Muncie 
through WLBC-TV. For WLBC-TV is in reality Muncie’s 
“Window on the world”. At the same time Muncie is a living 
thriving laboratory of America’s tastes and reactions. 


With an ear to the past and an eye to the future we look 
to 1957 as an exciting, productive and expanding 
chronicle of “our town”—Muncie, America’s Middletown. The nation’s test 
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444 Madison Avenue, New York 22 


P M Article 
Thank you very much for the very 
excellent presentation of the Philip 
Morris story in your November 19th 
issue. It was extremely well done and 
synthesized our activity in easy, in- 
telligent and interesting fashion. 
Georce WEISSMAN 
Vice President and 


Assistant to the President 
Philip Morris 


Spot Rankings 
We would like your help in solving 
a research problem. . . 

1. Where can we find information 
on national spot user rankings 
up to, say five hundredth? 

2. Where can we find information 
on local spot user rankings? 

Kari G. RoEBLING 

Southeastern Advertising Agency 
Savannah, Georgia 

Note: We have suggested that Mr. Roeb- 


ling contact TvB for their quarterly reports 
on spot television advertisers. 


Needs Magazine 

. one is just no one as a consult- 
ant without a subscription to TELE- 
VISION AGE. So onward and upward 
with the enclosed check for a year’s 
subscription to your estimable publi- 


cation. Would you please send it to | | 


my home address? 


CuHaArRLeEs H. SMITH 


Consultant | 


Minneapolis, Minn. 


British Tv 
It has taken me a long time to con- 


gratulate you on the many improve- es 


ments I have seen in TELEVISION AGE 
for the last two years and the excellent 
way in which you sustained them when 
switching from monthly to fortnightly 
publication. 

‘Over here I have the advantage of a 
grandstand seat for American tv, but 
being in the scrum of our own phases 


of growth makes it a sort of double- | & 


headed projection. 

I saw the follow-up article which 
you printed on British tv and it seemed 
to me a nicely terse account of what 
has been going on. There are, I think, 
two or three very important omissions 
that you might like to take a look at 
in due time: the first is that by reduc- 
ing the entire American mechanism to 
the British scale and adjusting it to 
British conditions a lot of odd things 
happen . . . for international purposes 


(Continued on page 15) 








Television Age 


Yearbook: 


RRP ee 


C) I enclose payment. 





Please enter my subscription for TELEVISION AGE and the 1957 


(] one year 
[_] two years $12.00 


Wee t ant 8 


] Bill me. 


444. Madison Avenue 
New York 22, N.Y. 


$7.00 
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...do we or don’t. we? 


Does IT MEAN ANYTHING .. . or doesn’t it? 


Would another phrase do just as well? Our 
nation’s founders didn’t think so! 


The men who signed the Constitution ... the 
men — and women — who braved the prairie 
and the mountain to pioneer our land... they 
didn’t think so. 


But what about us? Does this motto on the 
coin in our pocket guide us...inspire us... 
strengthen us? Or have we forgotten the 
power oi the faith expressed in these words? 


If our country’s future is uncertain ...if we 
are worried about tomorrow ... then perhaps 
the time has come to put aside small things 
and turn once more to the faiths which made 
our nation great. 


Our country’s great leaders down through the 
years have shared a sure belief in God... in 
themselves ...in their fellow men...and in 
freedom! In crisis and in peace they have 
placed their faith in God’s wisdom... and in 
their own ability to work out their problems 
...and in the great justice of a free people. 


Let us do the same today. For these faiths 
will renew our strength. 
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(Continued from page 13) 


Letters 


exactly one packager has made the 
innings here. ¢ > 


. 2 . ee 
The second item concerns the own- 


ership of stations here; encouraged 
by the great success they have been 
having when presenting package deals 
on British television, both networks 
sought an interest in the new regional 
stations that are due to open “up in 
1957. A firm and final ruling was 
given that this will not happen at any 
point in this country. ... 

The third and final topic triggered 
off by dual service is a compact and 
lively sub-industry which is concerned 
with American. commercials. 

Eric GOLDSCHMIDT 
Managing Director 
Tellex Publications 

London, England 


Holiday Mixup 


“ 









BAGWELL 








OLSON 


JERKINS 


Christmas gremlins must take the 
blame for a mixup in identifications 
concerning recent promotions in the 
WKY Television System which ap- 
peared in the December 17 issue of 
TV AGE. To set straight any puzzled 
readers we'll go through them again, 
correctly this time, we hope. Above 
left is Kieth Mathers, former promo- 
tion manager at WKY-TV, now tv opera- 
tions manager at the station. At right 


is Norman Bagwell, former WKY-TV 
business manager, now business man- 
ager at WTvT Tampa-St. Petersburg. 


. Below left is Robert Olson, former di- 


‘rector of tv operations at WKY-TV, now 


“director of tv operations at wTvT and 


at right is Joe Jerkins former produc- 

tion supervisor at WKY-TV, now WKY- 

TV program manager. Our apologies 
all around. 

The Editors 

TV AGE 


Shoe Sales Article 

Several months ago you ran an 
article about successful use of televi- 
sion spot announcements. We con- 
tributed material which you used but 

. my copy was picked up before | 
had a chance to see the article. Several 
people have told me about it, and I 


would appreciate tear sheets. 


M. H. Casie 

Advertising Manager 

Roberts, Johnson & Rand 
Division of International Shoe Co. 
St. Louis, Mo. 


Note: Copies of the TV ACE reprint of the 
product group story “Shoe Stores and 
Manufacturers” have been forwarded to Mr. 
Cable. 





TV 
Pin-Up 
Mit 
Singing the Blues 


Recorded by 


Guy Mitchell 
Columbia 


Marty Robbins 
Columbia 


Published by 
ACUFE - ROSE PUBLICATIONS 


BROADCAST MUSIC, INC. 


NEW YORK e CHICAGO e HOLLYWOOD 


TORONTO © MONTREAL 











if you’re feeling very well 





or if you’re feeling queerly 





if it’s living you want most 


{_————"] 


have a checkup yearly 


Many cancers can be cured if 

detected in time. That’s why 

it’s important for you to have 

a thorough checkup, iticluding 
a chest x-ray for men and 
a pelvic examination for 
women, each and every 
year...no matter how 
well you may feel. 


AMERICAN CANCER SOCIETY 


_ 
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is hot, 
rings, if 


ting 
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t it fast! 


d { Tide } 8, 


5, INC. 


f its success 


.-and ge 
08 
San Francisce . 


Chicago I 
, Dailas, Atlanta. 


diences is that all WTVJ 
In Canada: S. W. Caldwell, 


tes a day of worldwide coverage 
news programs have attained higher 


GBS TELEVISION 


FILM SALE 


.. fast. It is the only television news 


television stations. And 


service produced exclusively 


their best vehicle on our station 
Whatever the New Year | 
it’s news NEWSFILM™ will get it first 


sponsors comes from 31 differen 
advertisers who consider new 


programs. Proof of its success with 


the best source for news outside 
ratings than their compe 


our local area. Proof o 


for outstanding news operation, 
reports: “We consider NEWSFILM 


available for local showing within 
hours after the events occurred. 
Ralph Renick, news director of WTVJ, 
Miami, three-time award winner 


to strategically-located proce 
centers, footage is expertly edited 
to exacting CBS News standards, 
then rushed directly to you: twelve 


And NEWSFILM™ (a product of CB 
News) gets to audiences fast. 


correspondents around the world 
get the picture. 


smolders...wherever news 
NEWSFILM’s more than 25 


Brooklyn pier; violence flares in 
Eastern Europe; the Near East 
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WHAT EVERY ~ 
TULSA \a 
TELEVISION ES 
STATION ‘ 


LEADS | 


WITH MORE 


tl ppision FIRSTS 


CUCM 






FROM 4:30 P.M. 
"TIL 11:00 P.M. 


EVERY 
WEEKDAY* 








* According to November, 1956 A.R.B. Report KTVX leads all Tulsa Stations with 71 
most popular quarter hours from 4:30 p.m.'til 11:00 p.m. Monday through Friday. 


This ARB proves that Northeastern Oklahoma has taken 
a ““New Look” at KT VX’s “Preferred Programming.” 


People watch Programs... not channels. And it’s Just 
Sbe) the Beginning! 


So put your money where the audience is. Check KTVX 


STATION rates and coverage and reach Oklahoma’s biggest market. 





See your AVERY-KNODEL Representative 
or MIKE SHAPIRO, Managing Director. 
TULSA BROADCASTING COMPANY Channel 

MUSKOGEE * TULSA 
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Tv Gets Bigger and Bigger 

Television may be a billion-and-a-half dollar industry 
in 1957, if predictions of the industry’s trade group, Tele- 
vision Bureau of Advertising, come true. While final fig- 
ures have not been released, TvB’s predictions for the 
coming year will be included in Tv AGE’s business analysis, 
“What’s Ahead for Television,” which will appear in the 
Jan. 14, 1957, issue. 


Another Publisher Purchase 

It didn’t take long for another publisher to pick up the 
offer of Consolidated Television & Radio Broadcasters to 
sell its station empire (see Wall Street Report, page 53). 
Time Inc., subject to FCC approval, has purchased for 
$15,750,000 the three combined tv-radio properties of 
Consolidated: WrFBM-Tv-AM Indianapolis, WTCN-TV-AM 
Minneapolis and woop-tv-AM Grand Rapids. Crowell-Col- 
lier recently cancelled its deal to buy the three properties, 
plus wrpF Flint, for around $16 million. 


Young Marrieds Buy Most Cars 

Almost 90 per cent of the families formed by couples 
under 45 own one or more cars. And more than two-thirds 
of the cars sold in 1955 were bought by family units in 
which the head of the household was under 45. With 
these facts in mind, the car advertiser is reminded that 
families where the housewife is between 16 and 34 view 
television for five hours and 32 minutes daily, two hours 
and 25 minutes of which is in the daytime. Housewives 
between 35 and 54 watch television for five hours and 
one minute each day. All of this information and a great 
deal more on the importance of influencing Mrs. America 
is included in a brochure just released by the Edward 


Petry Co. (see box, page 59). 


Drewrys Renews, Expands 

Drewrys Limited, U. S. A., Inc. is renewing its sponsor- 
ship of MCA-TY’s Dr. Hudson’s Secret Journal in Cadillac, 
Kalamazoo-Grand Rapids and Saginaw-Bay City and add- 
‘ing Terre Haute and Toledo. This is in addition to the 
company’s 1]1-market sponsorship of the TPA series called 
Play of the Week, as mentioned in this issue’s Spot Report. 
MacFarland, Aveyard & Co., Chicago, is the agency. 


Daytime Movies in Small Markets 

Although big-name feature films have been an almost 
unanimous success in metropolitan markets, some smaller 
stations report only limited interest in movies programmed 
in the late evening hours. “Most of the viewers in my 
area are in bed by 10:30,” reports one station executive. 
One answer to the problem is reported from another 
small-market executive who tried late-late movies without 
success. All of his feature films are now scheduled for day- 


time segments, except one which appears weekly in prime 
evening time. Ratings for the daytime segments have been 
reported good, with improved viewing over previous pro- 
gramming in the period reported in every instance. 


Viscardi Switches Accounts 

Tom Viscardi, media buyer at Young & Rubicam, Inc., 
has switched from Procter & Gamble’s Cheer to Piel Bros. 
and General Cigar’s White Owl, accounts formerly han- 
dled by Miami-bound Joe Lincoln. John Henderson now 
has the Cheer assignment. Additional media realignment 
at Y&R brings Donald Foote to that agency from Erwin, 
Wasey & Co., as a media buyer to take over most of Ed 
Byrne’s accounts. 


Late Movie By-Product 

By-product of late-late movies in a few major markets 
is the changing sleeping habits of a fairly large percentage 
of the populace. Last week a Madison Avenue agency 
executive complained that a good 20 per cent of his staff 
spent the first hour and a half yawning at desks. He 
blamed the wcss-tv Late Show for keeping them up be- 
yond usual bedtimes. Another report, from a western 
market, had late-to-work employees increasing between 
10 and 15 per cent because of a series of unusually attrac- 
tive midnight films. 


Tell Musical in 30-40 Markets 

William Tell Productions, Inc., which is producing and 
placing its new 60-minute musical participation contest 
called The Hidden Treasure Show, estimates that when the 
show gets under way the week of Feb. 10 it will be carried 
in some 30 to 40 markets. John Esau, vice president, is 
making the placements, and he’s looking for family time, 
early evening or late afternoon. The company intends to 
telecast the show every four weeks and initially is planning 
to produce 13 in the series, with Robert Q. Lewis as 
master of ceremonies. 


Cigarette Sales Gain Again 

The total sales of the tv-active cigarette industry in 1956 
is expected to hit 392 billion cigarettes, according to the 
annual survey made for and reported by Business Week. 
This is a 2.6 per cent gain over the 1955 figure and ap- 
proaches the industry peak in 1952 of 394.9 billion ciga- 
rettes. The 1956 gain was made in spite of the fact that 
the sales for regular size cigarettes dropped from 206 
billion in 1955 to 187.5 billion in 1956 and non-filtered 
king-size cigarettes declined from 103.6 billion in 1955 
to 97.4 billion for this past year. The big upsurge was 
due to filters which jumped from a 1955 total of 72.8 bil- 
lion to 107.1 billion in 1956, a gain of around 47 per cent. 
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Business barometer 





Network billings were off a fraction in September, as compared with August, 
although a year ago the same month showed a strong increase. 





The exclusive TELEVISION AGE Business Barometer report of month-to-month bill- 
ings shows that the loss in network business amounted to 0.2 per cent. 
In August there was a gain over the month before of 6.1 per cent and in 
July a loss of 4.5. June also dropped 5.5 per cent. 








The chart illustrates these ups and downs graphically. 





A year ago September network billings were up 8.2 per cent over August, and in 
that month there was a gain of 1.1 per cent over July. July was off 4.3 
per cent over the month before and June off 6.4 per cent. 





The trend in 1954 shows September up 7.7 per cent and August 2.2 per cent. 
July was off 3.6 per cent and June down 6.1 per cent. 


This year's gain in August network business 
compensates to some extent for the poorer 
showing in September. Since the September NETWORK BUSINESS 
drop was so slight, the result in both ie 
months, August and September, at a higher ~*" 
level than would have been the case if 


} ion 
the percentages had been reversed. ae 95 
90 


By station classification the August study =— 85 
indicates that the smallest stations 
(those with billings under $500,000) were - 
above the national average in network 











May luec July 











business. | ss 

} 60 

Next largest stations, those with billings between nap a 
$500,000 and $1 million, were slightly _ 198s 





under the national figure. \s 
10 


Stations with billings between $1 and $2 million , 
were near the average, although there was “8 a” Pa 30) 
considerable fluctuation in this group, : 


with some stations doing much better than | 1954 | nee 
the norm and some much worse. “~ 








Bigger stations, those with billings between $2 
and $3.5 million, were under the national 
figures. 








Largest outlets, those with billings above $3.5 million, were well over the 
figures for the country. 





The Business Barometer report for the national spot billings will appear in 
the January 14th issue of TV AGE. 





The copyrighted reports have now appeared in the magazine for a period of three 
years. They are prepared from percentages which are furnished to the 
editors of the magazine by Dun & Bradstreet. 





That firm prepares the percentages from figures sent to it by television 
stations in all sizes and types of markets and in every part of the 
country. 
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Grey achieves 1956 objectives . . . . page 23 


How the spot dollar was split up . . . page 23 


Magnetic tape may make big changes . . page 44 


GREY AND GREYHOUND. The ac- 
quisition this month by Grey Adver- 
tising Agency, Inc., of the Greyhound 
Corp. account, in addition to giving 
Grey a choice billings plum, serves to 
point up again a facet of the agency 
not readily realized by a good many 
people in the advertising field. 

That facet is diversification. Grey 
has long been regarded as a hard- 
hitting retail-store and merchandising 
organization primarily, whereas it 
actually is far more diversified in its 
accounts than a number of other 
agencies not categorized that way. 

A partial list of its clients proves 
the point. The Greyhound bus com- 
pany now joins an account roster that 
includes portions of Procter & Gam- 
ble, General Electric, RCA Victor 
Records, Mennen, Firestone Tire & 
Rubber Co. and Calvert Distillers, 
among others not classified as retail. 

Greyhound’s shift to Grey broke an 
advertising tie of nearly 30 years’ 
duration with Beaumont & Hohman, 
Inc., Chicago agency, and was an- 
nounced at a meeting of Greyhound 
directors in San Francisco the begin- 
ning of this month. The appointment 
of Grey is effective March 1, still too 
far in advance for plans to have been 
formulated for Greyhound advertising 
in television or other media during 
1957. 

The Grey agency has also acquired 
as a client the Youngstown Kitchens 
of American-Standard. The 
appointment, effective Jan. 1, was an- 
nounced two weeks ago by M. L. Ondo, 
Youngstown’s general manager of mer- 
chandising. 

Grey will handle advertising for all 
Youngstown Kitchens products, which 
include a nationally distributed, com- 
plete line of kitchen cabinets, cabinet 
sinks, automatic dishwashers and an 
electric food-waste disposer. 


Division 


GREY PLANS REALIZED. In a 
year-end statement made to TELEVI- 
SION AGE by Lawrence Valenstein, the 
Grey chairman of the board reveals 
that the goals the agency set for itself 
a year ago are being successfully at- 
tained. 

“Grey closes its 1956 business year,” 
says Mr. Valenstein, “with the addition 
of two new clients, Greyhound Bus 


and Youngstown Kitchens. Signifi- 





LAWRENCE VALENSTEIN 
. . agency goals attained...” 


“é 


the addition of these new 


clients, along with others during the 


cantly, 


year, shows that the plans we made 
at our First Annual Management Con- 
ference in 1955 have been realized. 
“We aimed in 1956 for two main 
objectives: 1. Achievement of the 
highest possible creativity for our 
product—advertising; 2. Increasing 
the diversification of our accounts. 
“We planned for the attainment of 
both these objectives by tooling up 
with people, who are our most precious 
asset. Thus when the opportunity came 
to present advertising campaigns to 
prospects in 1956, we were eminently 
equipped to think about the prospects’ 
marketing needs and to deliver the 


kind of programs wanted.” 


SPOT EXPENDITURES. (f{ the total 
tv spot expenditures of $83,863,000 for 
the third quarter of 1956, the lion’s 
share, $25,328,000, went into night- 
time announcements, according to a 
Television Bureau of Advertising 
breakdown of the overall figure by 
time of day and type of spot. This 
$25-million-plus represents 51.3 per 
cent of the nighttime total of $49,360,- 
000 spent during July, August and 
September by tv advertisers for all 
types of spot—announcements, ID's, 
participations and programs. 

In a comparison of expenditures for 
announcements according to time of 
day, nighttime spots accounted for 
68.2 per cent of the $37,122,000 day- 
night-late-night total, as against 26.3 
per cent, or $9,752,000, for daytime 
announcements and 5.5 per cent, or 
$2,042,000, for late night. The total 
spent on announcements for the three 
periods was 44.3 per cent of the over- 
all $83-million total, double the 22.2 
per cent, or $18,628,000, which went 
into programs. 

Total participations for the three 


time periods over the third °56 
quarter amounted to $17,963,000, 


21.4 per cent of the grand total, with 
ID’s bringing up the rear with $10,- 
150,000, or 12.1 per cent. Seventy- 
seven per cent of the ID total was 
registered during the evening hours, 
with daytime and late night close to 
19 and 4 per cent, respectively. 
Daytime participations topped any 
other type of spot during the equiva- 
lent time period—$9,771,000, for 38 
per cent of the $25,733,000 announce- 
ment-ID-participation-program _ three- 
month total. Daytime announcements 
were so close behind, however, as to 
make their second-place position vir- 
$9,752,000, or 


37.9 per cent of the total. As regards 


tually an academic tie 


time-of-day comparisons, participa- 
tions during the daylight hours ac- 
counted for 54.4 per cent of the total 
——more than twice the combined per- 


(Continued on page 25) 
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KAKE-TV IS FIRST 


IN WICHITA, KANSAS 
A 3-Station VHF Market 
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3 OF THE TOP 5 NETWORK SHOWS 
4 OF THE TOP 5 SYNDICATED FILM SHOWS 


5 OF THE TOP 5 MULTIWEEKLY SHOWS 


Channel 10 


Wichita, Kansas 
abe 1500 N. WEST ST. 
The Katz Agency Whitehall 3-4221 


Represented by 
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News (Continued from page 23) 


centages of 22.3 for nighttime and 
23.3 for late-night participations. 


NIGHT SPOT SHOWS. (jf the $18.- 
628,000 total spent for daytime, night- 
time and late-night shows over the 
July-August-September period of this 
year, 65.1 per cent, or $12,136,000, 
was poured into the nighttime seg- 
ment, with only 23.3 per cent ($4,- 
341,000) allocated to this kind of spot 
during the day and 11.6 per cent ($2,- 
151,000) for late-night slotting. 
Late-night participations accounted 
for the highest percentage—47.7—of 
the various types of spot used during 
the post-prime-time hours, with a $4,- 
180,000 expenditure out of the total 
$8,770,000. Late shows added up to 
$2,151,000 for a 24.5 per cent of the 
total, with announcements right be- 
hind at $2,0420,000, or 23.3 per cent. 
ID’s during the late-night segment 
represented the smallest percentage 
disbursed by advertisers for tv spot 
during the third quarter of the year 
just ending. Some $397,000 went in 





Stringer to Blair 


Arthur Stringer, sales man- 
ager of KTVR Denver, has been 
appointed manager of the Chi- 
cago office of Blair Television 
Associates, according to an an- 
nouncement by Richard Foote, 
executive vice president of the 
tv station representative firm. 

Mr. Stringer succeeds Donald 
Ward, who has resigned to enter 
the Chicago Theological Sem- 
inary. Before joining KTvR, Mr. 
Stringer was an account execu- 
tive with wFMy-Tv Greensboro, 
N. C., which he joined in 1951 
as promotion and publicity man- 
ager. Prior to that, he had been 
promotion manager of WBTM 
Danville, Va. 

Mr. Ward will enter the sem- 
inary in January on a scholar- 
ship and will devote full time to 
the ministry. 











this direction, for 4.5 per cent of the 
late-night, all-types total of $8,770,- 
000, and 3.9 per cent of the ID total 
of $10,150,000 for the three daily 
time segments. 

Making up the overall total of $83,- 
863,000 expended on spot tv for this 
year’s third quarter were 2,536 adver- 
tisers, 1,031 of whom spent $5,000 
or more during this quarter, with 
1,505 billed for amounts under $5,000. 
The TvB report is made up of 294 
stations covering 197 markets, with the 
gross one-time rate used to compute 
the expenditure figures taken from the 
January 1956 SRDS. 


REGIONAL BREAKDOWN. Going 
further with its tabulation, TvB breaks 
down the total spot expenditures into 
nine sections of the country. Leading 
this regional survey (again for only 
the third quarter of ’56) are the mid- 
dle Atlantic states with $22,254,000, 
or 26.5 per cent, of the total $83,863,- 
000. Second is the east north central 
section with $17,212,000 (20.5 per 
cent), while the Pacific states occupy 
the show position with $12,327,000 
(14.8 per cent). 

The following half-dozen areas fol- 
low, in order of greatest expenditures: 
south Atlantic states, $9,848,000 (11.7 
per cent); west south central section, 
$6,373,000 (7.6 per cent); west north 
central, $5,462,000 (6.5 per cent) ; 
New England, $5,237,000 (6.2 per 
cent); east south central region, $3,- 
099,000 (3.7 per cent), and the moun- 
tain section, $2,051,000 (2.5 per cent). 

Summing up this latest report, Har- 
vey Spiegel, assistant to the director 
of research at TvB, recalls that spot 
television expenditures were first pub- 
lished by his organization covering the 
fourth quarter of 1955, and that since 
then TvB has reported on three suc- 
ceeding quarters covering the first 
nine months of 1956. 

“These four quarters have shown us 
the tremendous amount of advertising 
dollars that are going into this part 
of the television medium,” says Mr. 
Spiegel. “The last 12 months have 
shown gross spot television expendi- 
tures to be $393,528,000.” 

As the figures show, continues Mr. 
Spiegel, announcements and ID’s are 
predominantly used during Class A 
time, while most of the money spent 
for participations is during the day. 


“A very important caution in using 
these figures, however,” adds the TvB 
researcher, “is that the participations 
shown reflect the dollar expenditures, 
whereas if we look at the amount of 
activity, for example, the actual num- 
ber of daytime announcements versus 
the actual number of nighttime an- 
nouncements, we would find 
pletely different relationships.” 


com- 





HARVEY SPIEGEL 
. . gross spot $393,528,000” 


ON PROPER WRITING. Under the 
title of Why Not Just TELL Them?, a 
booklet of helpful hints for its tech- 
nical writers, has been put out by the 
Industrial Division of the Minneapolis- 
Honeywell Co. Prepared in collabora- 
tion with John Stahr, editorial director 
of Carl Byoir & Associates, Inc., the 
pamphlet includes a list of “Ten Com- 
mandments for Technical Writers,” 
parts of which could serve just as well 
as a primer for copywriters and others 
who make with words in the adver- 
tising business. 

Honeywell’s “ten commandments” 
for better, sharper, more polished 
writing are: 

e 1. Thou shalt exercise thy judg- 
ment as to whether a story is worth 
writing at all. 

e 2. Thou shalt know what thou art 
writing about. 

e 3. Thou shalt think before thou 
write. 

e 4. Thou shalt know thy readers 
and write for them. 

e 5. Thou shalt NOT substitute ad- 
jectives for facts. 

e 6. Thou shalt be accurate, exact 

(Continued on page 44) 
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your spot .. . all are dependent upon 
the move this hand makes now. 


At WNCT this is an “old hand” skilled 
through experience in precise produc- 
tion. With Emily Post-ish exactness, 
this hand “does the right thing at the 
right time” hundreds of times a day, 
completing work initiated and develop- 
ed by people he’s never seen. 
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AT HIS FINGERTIP 


Your client, your idea, your planning, 


This final move is the most important 
one for it vitalizes your efforts, deliver- 
ing your message to Eastern North Caro- 
lina. You needn’t worry. The move will 
be the right one. WNCT advertisers 
know that! 
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Viewers 
like big-name 
movies 
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Flood of features welcomed by public, advertisers, agencies, stations 


hat magic quality, “box office,” possessed 

by some Hollywood feature films, is just as 
potent on the tv screen as ever it was in the 
nation’s motion-picture theatres. 

Top pictures, with famous actors and actresses 
in the starring roles, are winning big audiences 
wherever they are shown on television. 

With the past year’s releases of film backlogs 
now coming onto the television screens of almost 
every market, the nation’s movie fans are hard- 
pressed to find time to tune in on all the top 
film fare that is being offered. But they are trying 
valiantly, the ratings show, and feature films in 


many instances are outpulling expensive live net- 





work productions. 

In the nation’s number-one market, New York 
City, there are many notable examples. One of 
the newest and most remarkable is wcss-tv, Co- 
lumbia’s flagship, where a recent week saw such 
fine old films as Random Harvest, Command 
Decision, Sahara and A Night at the Opera 
displayed on successive nights. The great names 
of Gable, Garson, Lamarr, Stewart and Colman 
seem to outshine those of every television-born 
star of today. 

It is not surprising, then, that wcBs-Tv racked 
up an 88.2-per-cent share of audience and a 


28.4 Trendex rating for the Clark Gable-Walter 
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Pidgeon-Van Johnson Command De- 
cision, which served to premiere the 
Metro catalog on the station’s 11:15 
p-m. Late Show. Since this rating was 
scored on a Saturday night, perhaps 
even more indicative of the pull of 
good feature films on tv is the 73.4- 
per-cent share of audience and 21.1 
Trendex achieved by the Ronald Col- 
man-Greer Garson starrer, Random 
Harvest, on the same show—but on a 
Monday night. 


WOR-TV One of First 


wor-Tv with its Million Dollar 
Movie (see “Million-Dollar Magnate,” 
TV AGE, November 1954) was one of 
the first in New York to capitalize on 
the popularity of feature films. The 
station was also one of the first to in- 
troduce the multi-play format, present- 
ing the same show over and over all 
week long—16 times under the present 
schedule. The high ratings Million 
Dollar Movie received in New York led 
to a wide use of the same and similar 
schedules in all parts of the country. 

Only a few weeks ago WOR-TV upped 
the number of its feature films until 
the station now programs 80 per cent 
of its time with first-run movies. It is 
using nearly all of the RKO library. 

About the same time that wor-Tv 
upped its schedule of films, watv be- 
gan televising the 20th Century-Fox 
line-up of features on a similar multi- 
play schedule and was rewarded with 
a similar success. 

In fact, during the first four weeks 
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(l.) MGM-TV’s Gable and Lamarr 


(lower l.) Governor’s Of Mice and Men 
(below) AAP’s Warner release with Boyer and Davis 


that the New York-Newark station 
competed with wor-Tv for the biggest 
cumulative movie audience for the 
week, each station was ahead twice, 
according to figures compiled by WATv. 

When watv showed How Green Was 
My Valley, its total score for all plays, 
according to Pulse, was 50. WOR-Tv, 
with The Locket, rated 48.5 the same 
week. When watv ran The House on 
92nd Street, it scored 49. wor-Tv, with 
Notorious, piled up 57.5. Les Misera- 
bles rated 43.8 for waTtv, while Cham- 
pion scored 58.6 for wor-Tv. Daisy 
Kenyon totaled 53.5 for watv, while 
The Three Musketeers was chalking 
up 43.7 for WOR-TV. 

Whatever the competitive values of 
these figures, the important thing seems 
to be that feature film in all instances 
piled up an enormous audience for its 
sponsors. 

Other cities around the country 
have had experiences similar to that in 
New York. In Boston, where WBz-TV 
started in August its 4:45-6:30 p.m. 
Boston Movietime, the station’s share 
of audience for the period jumped 
from 30.9 per cent in August to 55.0 
in September, according to ARB re- 
ports released by the station. Sets in 
use went from 17.1 in August to 24.9 
in September, proving that most of the 
gain came in the form of new tune-ins. 

Boston Movietime is built along 
movie-house programming lines, com- 
bining Popeye cartoons, selected shorts 
and Warner feature films. 

In Philadelphia writ-tv, biggest of 








the Triangle Stations, has developed 
the programming of its huge backlog 
of quality films (MGM, RKO and 20th 
Century-Fox) with unusual success. 
(See “A Reappraisal of Feature Film,” 
page 34.) Ratings have been high, and 
the financial success of the venture may 
be measured by a recent announcement 
that the Triangle Stations sold more 
than $1 million in feature-film pro- 
grams in a single week to such spon- 
sors as Bristol-Myers, American To- 
bacco, Brylereem, Pontiac, Raleigh 
Cigarettes, Coca-Cola and other blue- 
chip advertisers. 

The 52-week pact involves not only 
WFIL-TV -Philadelphia but WNBF-Tv 
Binghamton, wFsc-Tv Altoona and 
wnuHc-Tv New Haven-Hartford as well. 


Tremendous Audience Gain 


In San Francisco KPIx has shown a 
tremendous audience gain with its Big 
Movie. It brought a 66-per-cent gain in 
share of audience in the months from 
June to September. The Big Movie 
uses RKO, Selznick and Warner films 
and is on the air Monday through 
Wednesday 10-11:30 p.m. 

When the KPIX experiment was 
started, there was some resistance to 
placing these major film packages in 
this late-night spot in terms of San 
Francisco viewing habits. But the 
criticism has been amply answered by 
an increase in sets in use for the entire 
hour-and-a-half period. During the last 
half-hour of that time ARB reports sets 
in use jumped from 17.0 in June to 

















(l.) Garfield and Winters in a United Artist release 
(lower |.) Fortune offers Gina Lollobrigida 
(below) Bogart, Cagney and J. Lynn in an AAP feature 


(below) TPA’s Black Magic with Orson Welles 
(r.) MGM-TV’s Random Harvest with Garson & Colman 


(lower r.) Fredric March in NTA’s Les Miserables 












(above) Bergner in Catharine the Great for Guild 
labove r.) Hollywood Tv Service offers J. Wayne & G. Russell 
(r.) Siobhan McKenna in a Screencraft feature 





(l.) Garbo and Taylor in MGM’s Camille 
(r.) RKO Television’s Miracle of the Bells 


(below) Screen Gem’s Counter Attack with Paul Muni 














21.9 in September. 

One of the most remarkable per- 
formances of feature film was in Los 
Angeles, where KTTV started off its 
Metro package of movies with Thirty 
Seconds Over Tokyo. In this seven- 
station market ARB gave the movie a 
30.8 rating for 53.8 per cent of the 
total audience. The highest rating was 
reached at 9:30 p.m., after the film had 
been showing for an hour and a half. 
At that point the rating was 37.6, or 
over three times as much as that of the 
three network stations combined. A 2- 
million-viewer audience was estimated 
for the picture by ARB. 

The kick-off of the MGM package 
came after a long publicity campaign 
and the station’s sale of the top 52 
films to Colgate-Palmolive for a year- 
long, once-a-week program at a price 
of around $750,000. 

In another test of ratings, KTTV 


showed the 20th Century-Fox feature, 
Wing and a Prayer, with a resulting 
21.6 rating, as compared to 14.5 for 
its nearest competitor in the same time. 

In Denver KTvR began its program- 
ming of the MGM package with Johnny 
Eager, placing it in the 9 p.m. Monday 
program slot. A special ARB survey 
of the first show gave the station a 24.6 
rating, nearly double its closest rival. 

In Chicago there has been consider- 
able activity in feature film, with inde- 
pendent wen-Tv adding to its extensive 
backlog of films with the purchase of 
52 20th Century-Fox pictures, 104 
Columbia releases and 64 Warner 
movies. WBBM-TV has the MGM library, 
while WBKB has an arrangement with 
RKO. All are claiming high ratings 
with particular shows. 

wen-Tv has been a big feature-film 
user for the past six years. Recently 
How Green Was My Valley hit a rat- 


ing of 28.1 when it was shown in a 
Thursday 10 p.m. slot for a 73-per- 
cent share of audience for the period, 
according to ARB figures. The station 
points out that from July through Oc- 
tober its high-rating Sunday 10 p.m. 
feature film has shown a top quarter- 
hour ARB rating of 32. 

In Minneapolis the MGM picture, 
Honky Tonk, shown on a Saturday 
from 9 to 11 p.m. on KMGM-TV, netted 
a 48.8-per-cent share of audience, by 
Trendex ratings, against notable oppo- 
sition on the three network stations, 
which came off with 27.1, 16.9 and 
7.2 per cent each. For a showing of 
Above Suspicion on the same station, 
the share of audience was 43.6, as op- 
posed to the other three stations with 
29.3, 23.8 and 3.3. 

Out in Seattle KoMO-TV points to 
some high ratings for its 20th Century- 
Fox films showing in the 10 p.m. posi- 


How Various Classes of Stations Program and Sell Their Feature Films 






































Approximate size of. station n 
by Class A 1-hour rate x 5 
= ae 3 3 
c —] rm) D 
BY dukes! Qe oie ae — 2s 
S ot w PA w 2. - = S 
&, Ay e no e = 7 = = 
S os —_ — = = ms &, > 
a Se Gee ret Se Se Oe oe 
< — a gL 2 we < — = 
Feature films run in average week 9 9 8 8 9 16 15 18 
Features run average week one year ago 8 * 8 7 8 10 13 16 8 
Per cent features with single sponsor 127%q 1L%Cid2THCd1HE CGE 20%E 14% 5 25% 8% 
Per cent sold in segments 5% 4% 3% 4% 5% 8% 3% § 10% 22 
Per cent sold in participations 83% 857%— 85%R 86%F 84% § 72% F 63% F 65% F 90% 
Number breaks per hour in features 3 3 4 4 4 4 5 3 4 
Per cent double commercials 60% SOT 48%R 68% 5%E T0%E 65% | 70% F 50% 
Number commercials per hour 6 5 6 6 7 7 7 6 5 
Per cent feature films sold 58%m 39%—8 55%8 61% T0%E 91%G 67% | 50% F A7T% 
Per cent local sponsors 40% 380% = 34%8 30%F 45% FF 35% § 35% | 35% F 60% 
Number feature films on hand 238 327 292 223 333 77 649 685 216 



































Source: TV AGE 


December 31, 1956,.Television Age 


31 














tion. Hudson’s Bay registered a 14.9, 
second high for the market, with KING- 
TV running another top feature film for 
an 18.1 rating. 

In Portland, Ore., KoiN-tTv, with 
Warner features on from 10:30 or 11 
p.m. to past midnight five nights a 
week, beat its nearest competitor by 
more than two to one and almost 
doubled the combined rating of both 
competing stations, according to the 
ARB reports of the markets. KOIN-Tv’s 
average was 11.4, as compared to 4.6 
and 2 for its competitors, the study 
showed. 

In another west-coast market, San 
Diego, KFMB-TV had a rating of 14 for 
Western Union, another 20th Century- 
Fox picture. 

In Pittsburgh KDKA-TV has just 
launched The Big Movie in the 1-to- 
2:30 p.m. time slot formerly occupied 
by live programming. Harold Lund, 


Westinghouse Broadcasting Co. vice 
president for Pittsburgh, stated at the 
time of the announcement: “For the 
past several months we have become 
increasingly aware of the tremendous 
impact of feature films programmed in 
the afternoon. With the recent acquisi- 
tion of the RKO library and assurances 
from Westinghouse Broadcasting that 
we will receive further major libraries 
in the future, we have decided to offer 
these features in the important mid- 
afternoon period. A greater shift to 
film programming is anticipated, as 
long as high-quality films can be se- 
cured.” 

Even in Cuba, Goar Mestre, owner 
of the six-station cMQ Network which 
covers the island, is trying out an all- 
film format for his cmBr-tv. Running 
from 1 p.m. to midnight on a continu- 
ous-program policy with two features 
a day, the station now is number two 


in Havana. 

While the examples listed above are 
typical of some of the more outstand- 
ing successes of the newly released 
feature films, they are by no means all 
of the experiments that have been 
made in this direction. Nearly every 
station has had its own experience, and 
while the impact of the new packages 
is only beginning to be felt in some of 
the smaller markets, programming 
ideas are changing everywhere. 

In an effort to find out just what 
policies are generally in effect in fea- 
ture-film programming, TELEVISION 
AGE has conducted an extensive survey 
of stations to determine the number of 
feature films being used, commercial 
policies in regard to the running of the 
films and other data of importance to 
those interested in feature-film pro- 
gramming. 


(Continued on page 41) 

















Feature Film 
Packagers 


ABC Film Syndication, Inc. 
10 E. 44th St., New York 17, N. Y. 
Oxford 7-5880. 


Available Package: 
Anniversary Package (16). 


The 16 films in the Anniversary Pack- 
age are J. Arthur Rank productions 
made in England. They include such 
titles as Kind Hearts and Coronets 
(1950) and The Man in the White 
Suit (1952), both starring Alec Guin- 
ness; The Seventh Veil (1946), with 
James Mason and Ann Todd; Fire 
Over England (1937), with Vivien 
Leigh and Sir Laurence Olivier; Crash 
of Silence (1953), and three Techni- 
color productions: Black Narcissus 
(1947), Jassy (1948) and Christopher 
Columbus (1949). 


Sales Department: 


Don Kearney, vice president in charge, 
John Burns, vice president in charge 
of national sales, Al Godwin, Nat 
Donato. Patric Rastall, New York; 
William Clark, vice president in charge 
of western sales, Don Joannes, Holly- 


wood: Howard Anderson, midwest 
division manager, Robert McKenna, 
Robert Meihle, Chicago; Joseph Por- 
ter, Atlanta; Robert Dalchau, Dallas; 
Fred Stratman, San Francisco; J. Chris 
Hetherington, St. Louis; Leon Cagan, 
South America; Ray Falk, Tokyo. 


Associated Artists Productions, 
Inc. 

345 Madison Ave., New York 17, N. Y. 
Murray Hill 6-2323. 


Available Packages: 

Warner Bros. Features (754), 
Movieland (74), Sherlock Holmes 
(12), Classics (11), Westerns 
(38). 


The films in the Warner Bros. package 
are from the studio’s backlog produced 
before August 1948, and feature stars 
such as Bette Davis, Humphrey Bogart, 
James Cagney, Paul Muni and John 
Wayne. There are star-titled groupings 
—for instance, 48 Davis pictures and 
40 Cagney. Films can be bought in 
groups of 13. 


Sales Department: 


Robert Rich, general sales manager; 
Donald Klauber, station and national 
sales department manager; Paul Kwar- 


tin, director of national sales; Arthur 
Kalman, eastern division manager; 
Ben Elrod, midwest division manager: 
Norman Long, southwestern division 
manager; Robert Kronenberg, west- 
ern division manager; Kirk Torney, 
director of Canadian sales. 


Atlantic Television Corp. 
130 W. 46th St., New York 36, N. Y. 
Judson 2-1287. 


Available Packages: 
Million Dollar (45), Champion 
(10). 


The Million Dollar Package includes 
several Hunt Stromberg productions 
starring Hedy Lamarr, Jane Russell, 
Anne Baxter and Ralph Bellamy. as 
well as Alfred Hitchcock’s The 39 
Steps and six Dr. Christian features. 
The Champion ten include two Stan- 
ley Kramer productions released by 
United Artists, Champion (1949) and 
Home of the Brave (1949), in addition 
to two other features made in 1949. 
two in 1953 and four in 1954. 


Sales Department: 


David A. Bader, general sales manager. 
Sales representatives are: Barry-Graf- 
man Associates, Chicago; William 
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Interstate’s It Happened on 5th Avenue 





Flamingo’s The Capture 


ak 


C & C’s The Fugitive 
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ABC’s Fire Over England 








Pomeroy, Detroit; John A. Ettlinger 
Associates, Hollywood; Nathan Zeli- 
kow Television Productions, Houston; 


Tv Southern Co., Dallas; Telefilm of 
Canada, Toronto. 


C & C Television Corp. 
270 Park Ave., New York 17, N. Y. 
Plaza 3-5600. 


Available Package: 
Movietime USA (742). 


This package of RKO films was the 
first of the major Hollywood studio 
supply of pre-August 1948 films re- 
leased in bulk to tv. Stations are able 
to make most of the payment for these 
films with only a part of their unsold 
inventory of spots. The films can be 
bought for ten years, although the 
company is asking for spots for only 
five years. The number of films in a 
package is open to negotiation in each 


market. 
Sales Department: 


Erwin H. Ezzes, vice president and 
general manager. Salesmen: Wade 
Crosby, Richard Feiner, Paul Kalvin, 
Robert Mooney, Ned Land, Frank 
O'Driscoll, Ted Rosenberg, Jerry Weis- 
feldt. 


a 


Flamingo Films, Inc. 
509 Madison Ave., New York 22, N. Y. 
Murray Hill 8-4800. 


Available Packages: 
Feature Group (129), Flamingo 


Features (26). 


The Flamingo Features group includes 
13 films of feature length made espe- 
cially for television by Burt Balaban. 
Flamingo’s other package of 129 con- 
tains British films, some of which star 
James Mason, Diana Dors, Michael 
Redgrave, Gracie Fields and Michael 


Wilding. 
Sales Department: 


Sy Weintraub, vice president in charge 
of sales. Salesmen and their headquar- 
ters are: Ray Hamilton, New York; 
Ira Gottlieb, New England; David 
Wolper, Los Angeles; Ken Rowswell, 
Dallas; Charles McGregor, Chicago; 
Ken Isreal, Pittsburgh; William Mc- 
Donald, Atlanta. 


Fortune Features, Inc. 
1501 Broadway, New York 36, N. Y. 
Longacre 4-5592. 


Available Packages: 
Fortune Features (70), Film Vi- 


sion Features (48 ), Specialty Tele- 
vision Films (17), Film Vision 
Westerns (36). 


The Fortune Features group consists of 
French and Italian films with such 
stars as Gina Lollobrigida, Anna Ma- 
gnani, Danielle Darrieux, Jean Gabin 
and Jean Pierre Aumont. The other 
packages are American films which 
feature the likes of Franchot Tone, 
Nancy Kelly, Buster Crabbe and Ches- 
ter Morris. The Westerns include eight 
Buster Crabbe shows, six in a Billy the 
Kid series, 13 Texas Rangers, six Lone 
Rider and three others. 


Sales Department: 


Sam Greller, sales manager. Sales rep- 
resentatives are: Ben Barry of Barry- 
Grafman & Associates, Chicago; Wil- 
liam Pomeroy, Detroit; Tom Corra- 
dine of Tom Corradine & Associates, 
Hollywood; Nathan Zelikow, Houston; 
Don Swartz, Minneapolis; Myron 
Mills of Screencraft, Inc., New York; 
Robert Gabriel, Philadelphia. 


Governor Television Attractions, 
Inc. 


151 W. 46th St., New York 36, N. Y. 


(Continued on page 66) 
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he mass releasing to television of 

feature-film packages over the past 
dozen months has occasioned much 
industry comment which has dwelt 
mainly on two facets of the celluloid 
bonanza: the high prices major film 
producers have been getting for their 
product, and the high but sometimes 
inconsistent ratings drawn by that 
product’s video exposure. 

Behind all the comment and dis- 
cussion lies a hard core of facts, 
facts that demand a revision in the 
basic framework of feature-film utili- 
zation—new methods of editing and 
cutting, new concepts in showcasing, 
elevated standards of production and 
commercial insertion. In short, major 
film purchasers have been required 
by the very magnitude of their in- 
vestments to reappraise their feature- 
film programming from start to finish. 

Typical of the station groups which 
have gone heavily into feature films 
are the Triangle Stations, headed by 
veteran broadcaster Roger W. Clipp. 
During the past six months Triangle 
has purchased three major film pack- 
ages released for television—the RKO, 
MGM and 20th Century-Fox rosters 
—plus several smaller libraries. With 
a total of over 2,000 never-before-on- 
tv films in the bank, Triangle has 


A reappraisal of 
feature film 


Triangle stations believe 


one of the industry’s biggest feature- 
film investments. Utilizing this multi- 
million-dollar property to its best 
advantage requires a new perspective 
on feature films—one in keeping with 
the magnitude of the operation. 


Measure of Value 


Mr. Clipp frames his attitude on 
features in this way: “Owning rights 
to a film library of this magnitude 
is not unlike suddenly acquiring ex- 
clusive rights to the services of Perry 
Como, Bob Hope, Jackie Gleason and 
Steve Allen. With such a roster of 
attractions we would have to throw 
out the old station philosophy of ‘fit 
the product to the availability,’ and 
set about reshaping our basic scheme 
of programming and product handling 
to gain the full measure of value 
inherent in what we have bought.” 
The result of this attitude is one 
basic standard against which all de- 
cisions on use of the films are meas- 
ured: what’s good for the product? 

Mr. Clipp says that “we are dealing 
with a product finer than any of- 
fered before on _ local television. 
These films represent the best work 
of an entire industry for 25 years. 
We can transpose them to television 
with no loss of impact only if we 





major film-package investment calls for 


proportionate care in programming 





are absolutely consistent in our treat- 
ment of them. We will not dissipate 
the values of a good product with 
haphazard handling, or saddle good 
films with old techniques devised for 
the inferior films of yesterday’s tv.” 

Triangle’s Philadelphia 
WFIL-TV, is the pilot operation for the 
entire group. Its operational patterns 
are used as guides for the development 


station, 


of programming on all the stations— 
WNHC-TV New Haven, WNBF-Tv Bing- 
hamton and wFsc-Tv Altoona. 

A thorough analysis of the pre-pur- 
chase WFIL-TV feature schedule re- 
vealed the need for complete revision. 
What was adequate program policy 
for the old films was inadequate to 
meet the demands of the new. Lack of 
prime-time slots for features, schedul- 
ing of features in fringe-time periods 
and the excessive editing required to 
fit the films into a standard feature 
format all were out of step with cur- 
rent needs. 

Mr. Clipp decided that his top ex- 
ecutives would benefit from an educa- 
tion in the needs of the product. For 
several weeks key personnel devoted 
long hours to film previewing and 
“skull sessions,” analyzing the basic 
issues of the problem and drafting con- 
crete proposals for revamping the 


























television day to fit the new needs. Out 
of this melange of ideas came four de- 
cisiuns that form the heart of Tri- 
angle’s feature-film policy. 

First, use prime week-end time for 
feature display. Starting in October, 
three week-end shows took the air— 
Saturday night at 7:30-9 and Sundays 
at 2-4 and 5-6:30 p.m. The decision to 
forego network service in the Saturday 
time has subsequently demonstrated 
the ability of features to hold their own 
against any competition, with ratings 
in a steady climb from the beginning. 
The Sunday periods are taking root as 
mainstays of the program week. 


Longer Programs 


Second, lengthen the programs. 
Most of the really fine films in the 
library are too long to fit into a “reg- 
ular” 90-minute format with a live 
host, without excessive editing. Since 
the formula calls for quality first, the 
only solution other than severe cutting 
is to make the program slots fit the 
needs of the films. Two of the week- 
end programs are 120 minutes in 
length; all of the nighttime films run 
complete to conclusion. In _ those 
periods where no more than 90 min- 
utes can be cleared, only the shorter 
films are scheduled. 


Third, advancing the start of night- 
time films to an earlier hour. A com- 
mon complaint from viewers has been 
the late starting hour of the films. 
Where feature films were once pro- 
grammed on a “take it or leave it” 
basis, designed primarily to extend the 
broadcast day, good films, shooting for 
a big audience, are handicapped by an 
11:15 or 11:30 start. Although the 
hours before 11 p.m. are considered to 
be network hours in the east, it was 
felt that the only way to do justice to 
the film program was to invade this 
formerly “untouchable” territory and 
move the film start into the 10-11 p.m. 
period. 

The result is dual-purposed. It pro- 
vides a competitive advantage in get- 
ting “starter” audiences (good films 
hold those who tune in at the begin- 
ning), and it makes at least a portion 
of the program fall in the top time 
classes, an obvious sales point for the 
prospective timebuyer. Once again the 
basic philosophy of “what’s good for 
the product” dictates an answer con- 
trary to the “accepted” way of schedul- 
ing. 

Fourth and finally, re-run policy. 
Since the film library is not a transient 
thing, but rather something which will 
figure heavily in operations for 10 or 


Left to right: Jack Steck, Roger W. Clipp, George A. Koehler and James A. Felix 


more years, proper exposure sequence 
is important. If the same films are re- 
run too frequently, the overall impact 
of the bulk of the films is lost. As 
there is an obvious difference in the 
value of particular time periods, it is 
logical that films run in a preference 
sequence, with top slots getting first 
call on the best films, poorer time slots 
last call on top films and the only call 
on ordinary items. Although no at- 
tempt has been made to institute an 
ironclad re-run schedule, the films are 
run roughly in a week-end-early week 
night-late week night-afternoon  se- 
quence. 


Carefully Evaluated 


All the films were evaluated by two 
independent film experts and by the 
station’s executives. Films are classi- 
fied, scheduled and priced on the basis 
of this composite judgment, as well as 
on running time and availability. 

It had already been decided that 
cutting must be minimized, and that no 
attempt should be made to butcher a 
130-minute feature to fit a 90-minute 
availability. However, some editing is 
both necessary and desirable. All films 
are cut to comply with the NARTB 
code. Many things which made good 

(Continued on page 43) 
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Vacation viewing 














Programs with light touch 


consistently win biggest audiences 


during summer season, Pulse finds 


bout half the people who take a 
summer vacation from work don’t 
take a vacation from television. 

In a survey conducted for TV AGE, 
The Pulse Inc. has probed vacation 
viewing and audiences for summer- 
replacement shows. 

Among the 1,000 viewers in the New 
York metropolitan area who were 
queried (500 men and 500 women), 
548 took July or August vacations 
(question 1). Close to 60 per cent of 
the vacationers had access to a tele- 
vision set while they were away from 
home (question 3). A little more than 
50 per cent of them watched (question 
4). The viewless vacationers totaled 
48.7 per cent. 

In the check of viewer likes and 
dislikes concerning 14 summer re- 
placement shows, NBC’s Ernie Kovacs 
drew far and away the largest audi- 
ence. 

But—take a note, all you pros—the 
warmest reception was given a flock 
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of pilot films that have never been 
sold. 

GE Originals, a half-hour series of 
some dozen rejects (basically dra- 
matic) run off on ABC Tuesdays from 
9 to 9:30 p.m., was an exceptionally 
popular show with a greater percentage 
of viewers than any other program. 
While seen by only a little more than 
a fourth of the respondents, still more 
than 90 per cent of them asked for a 
fall-winter encore. 

Otherwise, situation comedy took a 
beating, as did shows featuring a spe- 








Question 1: Did you or any 
member of your family go on 
vacation during July or August 
of this year? 

Yes 548 54.8% 
No ' 452 45.2 


Total respondents 1000 100 








cial kind of music. A quiz did so-so. 
A discussion show that required a little 
extra intellectual bestirment lost out in 
the swelter. 

Of the 548 who took vactions, 226, 
or 41.2 per cent, had other members 
of the family group still at home (ques- 
tion 2). While sets in these homes were 
no doubt kept warm, as indicated by 
the steady viewing of summer shows, 
322 viewers, or 58.8 per cent, left an 
empty household behind and gave their 
sets a hiatus too. 

But, according to question 5, vaca- 
tioning New Yorkers did plenty of 
viewing on their summer days and 
nights before leaving and after com- 
ing home. 

The Ernie Kovacs variety and 
comedy hour on NBC Monday nights 
was seen by 500 respondents, 50 per 
cent of the sample. This was a good 
stretch ahead of the second ranking 
show, Charlie Farrell, who was seen by 
386 respondents, 38.6 per cent of the 











Question 2: While you were on 
vacation (or while others were on 
vacation) was there any other 
member of the family at home? 


Yes 226 41.2% 
No 322 658.8 
Total who took 

vacation 548 100 








survey group. 

And close to 80 per cent of those who 
saw the Kovacs show wanted it con- 
tinued. Only 65.9 per cent of onetime 
film star Farrell’s viewers cared to 
have the show go on into fall. 

Overall, the average per cent of en- 
dorsements for shows was 71.6 per 
cent. But there were a number of of- 
ferings that didn’t make the average 
by a long percentage. 

With one exception, indications were 
that musical shows of a particular kind 
had small and not too enthusiastic 
followings. Eddie Arnold’s filmed half- 
hour of country music was seen by 
only 123 viewers in the sample. Only 
69 of them liked it very much, and 
only 67.5 per cent wanted to see the 
show back again. 

Likewise, Ina Ray Hutton’s all-girl 
band pulled a slight 199 viewers and 
better than a fourth of that audience 
said they actually disliked the show. 
Only 53.8 per cent wanted to see the 


distaff band return to the air. 

At the same time, a show called 
Polka Time was seen by 204 respond- 
ents. Seventy-three per cent of them 
said they liked the show very much, 
and 82 per cent said they would like to 
see it continued. 

Among the musical offerings check- 
ed, the pop stuff with its broad appeal 
came out ahead. Vic Damone was seen 
by 385 respondents. While only 57.6 
per cent said they liked the show ex- 
ceptionally well, 76.7 per cent of them 
said they would like to have it return. 

Russ Morgan’s show was seen by 








Question 3: While you were on 
vacation did you have access to 
a television sel? 





Yes 324 59.1% 

No 224 40.9 

Total who took | 
vacation 548 100 





206 sample viewers. He was liked very 
much by more than 60 per cent of 
them, and 70.5 per cent wanted him 
back. Not bad, but not like Lawrence 
Welk—which is probably what the 
producers had in mind. 

The quizzer, High Finance, and the 
filmed situation comedy, Joe and 
Mabel, took somewhat of a beating. 


Only 62.5 per cent of the 288 respond- 
ents who saw High Finance wanted it 
continued. Joe and Mabel, the filmed 
series about a cab driver and his girl 
which was scheduled for CBS last fall 
and wound up on ABC in a summer 
slot, was seen by 203 respondents. 
Only 116, or 57.1 per cent, of them 
wanted to see any more of it. 

An item called Sneak Preview didn’t 
hold much intrigue. Only 216 sample 








Question 4: While you were on 
vacation did you watch television? | 


Yes 281 51.3% 
No 267 48.7 
Total who took 

vacation 548 100 





viewers bothered to look in, but 72.7 
per cent wanted it back. Mind reader 
Dunninger was seen by 301, disliked 
by a fourth of them, and only 52.5 per 
cent cared to have him bow in for the 
fall season. 

Combat Sergeant had a small but 
rather avid audience. Only 123 re- 
spondents watched the show, but 86.5 
per cent of them wanted it continued. 

And Press Conference also was by- 
passed by most of the sample. Only 170 
persons saw the show, but 75 per cent 
of them said they liked it very much. 











Question 5: I’m also interested in knowing whether you watched certain tv programs which were televised for the | 
first time this summer. Here is a list of the programs I’m referring to —Which, if any, of these programs have you seen | 


on television?—I'd like your opinion on any of these programs you saw. In the case of 


. would you say 


you liked it very much, fairly well or didn’t like it at all?—Which, if any, of these programs would you want to con- | 


tinue on television this season? 


viewed 
Ernie Kovacs 500 50.0% 
Charlie Farrell 386 38.6 
Vic Damone 385 38.5 
Joe and Mabel 203 20.3 
Sneak Preview 216 21.6 
Dunninger 301 30.1 
Press Conference 170 17.0 
Eddie Arnold 123 12.3 
Ina Ray Hutton 199 iv.9 
Combat Sergeant 126 12.6 
Polka Time 204 20.4 
Russ Morgan 206 20.6 
High Finance 288 28.8 
G. E. Originals 275 27.5 
Total 3582 


like like 
very much fairly well 
322 64.4% 124 24.8% 
198 51.3 117 30.3 
222 57.6 132 34.3 
90 44.4 66 32.5 
125 57.9 71 32.9 
125 41.5 99 32.9 
128 75.4 38 22.3 
69 56.1 42 34.1 
89 44.8 58 29.1 
90 71.4 32 25.4 
149 73.0 43 21.1 
129 62.6 48 23.3 
134 46.5 85 29.5 
213 77.5 55 20.0 
2083 58.2 1010 28.2 


dislike continue | 
54 10.4% 398 79.6% 
71 18.4 254 65.9 
31 8.1 295 16.7 
47 -23.1 116 ‘57.2 
20 £92 157 72.7 | 
77 «25.6 158 52.5 | 
4 2.3 147 86.5 | 
12 9.8 83 «67.5 | 
52 26.1 107 53.8 
4 3.2 109 = 86.5 
12 5.9 167 82.0 ‘| 
29 14.1 45 70.5 
69 24.0 180 62.5 | 
7 2.5 249 «90.5 
489 13.6 2565 6 


| w) 
—_ 
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The KIMA-TV commercial announcer knows the product 


VER try to sell products with 

such jaw-breaking names as 
benzene hexachloride, methoxychlor, 
maleic hydrazide, hexachlorobenzene 
and terrachlor? Ever try getting the 
consumer to come into your establish- 
ment and ask for them by name and 
without hesitation? We have, and we 
think we’ve been quite successful at 
it through that magical medium called 
television. 

Our company is no different from 
many others in the same type of busi- 
ness, which is the selling of agricul- 
tural chemicals. We are always faced 
with the same problems as our com- 
petitors, that of acquainting the cus- 
tomers with the materials we have to 
sell. 

Some two years ago we realized that 
we had been in the “growing” stage 
for about five years, and soon after 
that we realized that we were a factor 
in the local agricultural picture and 
that we should be taking our place in 
the sun. It was then that we decided 
to make the big jump and turn our 
small advertising budget toward tv 
advertising. 

To begin with, we felt that we 
should stick to spot announcements 
and watch the results, in view of the 
fact that we had had no previous 


Creating demand 
for such products as 
benzene hexachloride, 
methoxychlor 

and terrachlor 

poses no problem 

BY BOB JONES 


General Manager 
Norkem Yakima, Inc. 


Selling chemicals on tv 


experience in the field and no big 
national advertising agency to advise 
us. What we did was run, on KIMA-TV 
Yakima, a series of one-minute filmed 
commercials about one of our products. 

Because of the cost we were dubious, 
at first, as to just what reaction we 
might get and whether or not it would 
pay to invest heavily (for us) in this 
new medium. The response was both 
immediate and startling. On one prod- 
uct we immediately experienced a full 
50-per-cent increase in sales over any 
previous year. In one rather distant 
area, but one served by KIMA-Tv, we 
found we had gained a 600-per-cent 
increase in sales. 


Reevaluated Budget 


From this sudden response we re- 
evaluated our advertising budget and 
felt that we couldn’t help but go further 
into this program. We felt that we had 
to do it because of the results, and 
also due to the fact that it was the 
“easy” way to increase our sales for 
the year. 

We began to examine the television 
schedule to see what program might 
best fit our needs. We knew that we 
had one thing in our favor, and that 
was that fully 50 per cent of all tele- 
vision sets in the area were in the 


hands of farmers—which gave us a 
whopping audience to shoot at. We 
also knew that there was only the 
one television station in the whole 
area, which meant that all of these 
people would be tuned into this one 
station. We were also set up, distribu- 
tion-wise, to serve all the area covered 
by the station. ’ 

In view of the fact that we were 
trying to-sell to farmers, we wanted 
a program that we felt would be of 
interest to them all the year long. Next, 
we had to have it at a time when the 
farmer—who traditionally works from 
daylight to dark—would have a chance 
to see it. Next, we had to have it at a 
time when we were fairly sure he would 
be home. 

We settled on KIMA-Tv’s Weather Re- 
port as the best possibility. Not only 
because it was a weather forecast, but 
also because of the time and the man 
who presented it. After all, farmers are 
no different from anyone else. There 
are personalities whom they enjoy and 
respond to, and we were convinced in 
this case that the personality should be 
one who was sincere, well versed in his 
subject and natural in his presentation. 
“Uncle Jimmie” of KIMA-TV was just 
such a personality, and he was already 


(Continued on page 65) 






















alive today! ... bike 400,000 other Americans cured of cancer 


who went to their doctors in time 


Let’s give our doctors a chance. Thousands of Americans are 
being cured of cancer every year. But too many are losing 
their lives needlessly because they failed to consult their 
doctors when the disease was in its early . . . and therefore 
more curable .. . stage. 

Form the life-saving habit of a head-to-toe physical 
checkup once a year. For men, this should include a chest 
x-ray; for women, a pelvic examination. Make it a habit 


... for life. 


American 


Cancer Society 
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Film Directors and Editors 


ALABAMA 
Birmingham 
wast—Ray Furr 
werc-tv—M. D. Smith 
Decatur 
WMSL-TV—Frank Whisenant 
Mobile 
wata-tv—A, C. Holman 
wxre-tTv—C, P. Persons Jr. 
Montgomery 
wcov-tv—Robert House 
wsFa-Tv—Gene Jacobsen 


ARIZONA 
Mesa 
KVAR-Tv—Dick Lewis 
Phoenix 
KOOL-tv—Jack Murphy 
KPHO-Tv—Robert T. Martin 
KTVK-TV—Roger Van Duzer 
Kvar—(Mrs.) Betty 
Campbell 
Tucson 
Kpwi— William Cook 
Kopo-tv—Cliff Stillinger 
KVOA-Tv—Dottie Witz 
Yuma 
Ktva—Anetta Crowell 


ARKANSAS 

EI Dorado 
Kres—Bruce B. Compton 

Fort Smith 
KFsA-TV—Charles Putnam 

Little Rock 
KARK-TV—Dale Hart 
KTHvV—Jack Bomar 

Pine Bluff 


KATv-—Don Curran 


CALIFORNIA 


Bakersfield 
KBAK-Tv—Al Constant 
KERO-Tv—John Ballinger 


Eureka 


KIEM-TV—William B. Smullin 


Fresno 
KFRE-TV—Fred Carbine 
KyEO—John Parkhurst 
KMJ-Tv—Perry Nelson 


Los Angeles 
KABc-Tv—Howard Lipstone 
Kcop—Alvin G. Flanagan 
KHJ-Ttv—James Higson 
KNXT—Bob Hurlbut 
KRcA-TV—George Burke 
KTLA-TV—Leland G. Muller 
KTtv—Richard Woolen 


Sacramento 
KBET-TV—Nick Luppino 
«xccc-tv—Ashley L. Robison 
KCRA-TV—Tom Breen 

Salinas 


KsBw-Ttv (Monterey) — 
Russell L. Furse 
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San Diego 
KFMB-TV—Del Gay 
KFspD-Tv—William Hollenbeck 
San Francisco 
KGO-tv—Bob Mitchell 
KPIx—Ralph Sandino 
(fim. dept. superv.) 
KRON-TV—Norman Louvau 
KSAN-Tv—Norwood J. Patter- 
son 
San Luis Obispo 
Kvec-Ttv—Russell Furse 
Tuiare 
Kvvc (Fresno)—Joe Ridg- 
way 


COLORADO 

Colorado Springs 
KKtv—Jerry Mahanke 
KRDO-Tv—Harry W. Hoth 

Denver 
KBTvV—Robert E. Shoaff 
KLz-Tv—Bill Witt 
Koa-Tv—Harlan Mendenhall 
KTvre—Jon R. McKinley 

Pueblo 


KcsJ-Ttv—Jack Cravens 


CONNECTICUT 
Hartford 
wuct—Daniel German 
West Hartford 
WKNB-Tv—Philip Hale 
New Haven 
WNHC-TvV—William G. Mulvey 
Waterbury 
watr-tv—Astrid Curtis 


DISTRICT OF 
COLUMBIA 
Washington 
wMaL—Charles D. Bishop 
wrc-tv—John Johnson 
wrTop-tv—William Hedgepeth 


FLORIDA 
Daytona Beach 
WESH-Tv—Walter Strouse 
Ft. Lauderdale 
witv—C. Edward Little 
Ft. Myers 
wink-Tv—A. J. Bauer 
Jacksonville 
wsHP-tv—George Booker 
wmBr-Tv—Jack Sears 
Miami 
wcekt—Charles L. Kelly 
wocss-Tv—Terry Mason 
wtvj—Louis Wolfson 
Orlando 
wpsBo-tv—Harold P. “Danny” 
Danforth Jr. 
Panama City 
wJspM-Tv—Mel Wheeler 


Pensacola 
WEAR-TV—Mel Wheeler 
Tampa 


WFLA-Tv—Peter B. Holst 
wtvt—Margaret Kitchen 


of U. S. Television 


West Palm Beach 
wEAT-Tv—Henry T. Chicker- 
ing Jr. 


GEORGIA 
Albany 
WALB-Tv—Jack Mayer 
Atlanta 
waca-tv—Don Naylor 
wss-Tv—Jean Hendrix 
Augusta 
wypF-Tv—J. B. Fuqua 
WRDW-Tv—Stewart Spencer 
Columbus 
WDAK-TvV—Ronnie Otwell 
WRBL-TV—Ridley Bell 
Macon 
WMaAz-Tv—James Arnold 
Rome 
wrom-tv—Charles Doss 
Savannah 
wsav-Tv—William E. Lucas 
wtoc-tv—John Fries 
Thomasville 
wctv—Joseph E. Hosford 


IDAHO 
Boise 
KBOI-TVv—Robert W. Howell 
idaho Falls 
KID-TV—Quincy Jensen 
Twin Falls 
KLIx-tv—Vic Graybeal 


ILLINOIS 
Champaign 

wc1a—John Ketterer 
Chicago 

WBBM-TV—Vann Cominos 

wBKB—Ralph Andrews 

wen-Tv—Elizabeth Bain 

wnBQ-Tv—Isabelle Cooney 
Decatur 

wtvp—Jack Kussart 
Harrisburg 

wsiL-tv—O. L. Turner 
Peoria 

WEEK-TVv—Vic Fletcher 

WTvH-Tv—Robert Holben 
Quincy 

wcem-Tv—T. W. Austin 
Rockford 

WREX-TV—Gene Hines 

wtvo-tv—Carl Stemler 
Rock Island 

WHBF-Tv—Forest W. Cooke 
Springfield 

wics—H. J. Hoskins 


INDIANA 
Bloomington 
wttv (Indianapolis) — 
Robert Lemon 
Elkhart 
wssv-tv—Arthur C. Whitaker 
Jr. 


Evansville 
wFrige—William Francis 


Stations 


Ft. Wayne 
wkJc-Tv—Calo O. Mahlock 
Indianapolis 
wFBM-Tv—Hugh L. Kibbey 
wisH-Ttv—Dick Burkett 
Lafayette 
WFAM-Tv—Henry Rosenthal 
Muncie 
wisc-Tv—Bill Craig 
South Bend 
WNDU-TV—Theodore A. Much 
WsBT-TV—Walter Sweitzer 
Terre Haute 


WTHI-Tv—Nancy Langan 


IOWA 
Ames 
wol-tv—Robert C. Mulhall 
Cedar Rapids 
Kcrc-Tv—Ralph D. Willey 
wmt-tv—Mrs. Jackie Grant 
Davenport 
woc-tv—Kenneth Wagner 
Des Moines 
KRNT-TV—Wayne Ackley 
wHoO-Tv—Bob Kress 
Ft. Dodge 
KeTv—Stan McCurdy 
Mason City 
KGLO-Tv—Lloyd D. Loers 
Sioux City 
KTIv-Ttv—Dietrich Dirks 
Kvtv—Norman L. Bacon 


KANSAS 
Goodland 
KweB-Tv—Joyce Calkins 
Great Bend 
KCKT—Dean Bennett 
Hutchinson 
KTVH (Wichita) 
Huffer 
Pittsburg 
KOAM-TV (Joplin, Mo.)— 
R. E. Wade 
Topeka 
WIBW-TV 


-Ray 


E. L. McKinney 
(flm. room superv.) 
Wichita 
KAKE-Tv—Gary Hultgrin 
KARD-Tv—Sam Worsham 


KENTUCKY 
Henderson 
weEnHT (Evansville, Ind.) — 
Roger Garett 
Lexington 
WLEx-Tv—Earl L. Boyles 
Louisville 
WAVE-TV—Edwin Thompson 
WHAS-Tv—Charles McDaniel 


LOUISIANA 


Alexandria 
KALB-TV—T. B. Lanford 


Baton Rouge 
wBrRz-Ttv—J. Roy Dabadie 


(Continued on page 63) 








F eature (Continued from page 33) 


It was found that in the average 
week the average television station is 
now running nine feature films. Since 
these films are scheduled for anywhere 
from 11% to 24% hours of running time 
this means that the average television 
station now programs from 15 to 20 
hours a week of feature films for its 
viewing audience. 

The Tv AGE survey breaks the infor- 
mation down into several other classi- 
fications, including the size and class 
of station (see table). 

Checking of these indicates that 
while small and middle-sized stations 
use from eight to nine feature films in 
the average week, larger stations, those 
with a Class A hourly rate of $1,500 or 
more, average 16 feature films in the 
same period. 


More Big-Name Movies 


There are a number of reasons for 
this. One, of course, is that the larger 
stations are more generously supplied 
with the recently released features than 
are some of the smaller outlets which 
have not had the opportunity, or in 
some cases the money, to buy the big- 
ger packages. Another is that the larger 
stations usually program a longer tele- 
casting day than their smaller col- 
leagues and have more chance to fit 
a two-hour film into their schedules. 
Still another reason might be the fact 
that it is the bigger stations, for the 
most part, that have had the recent op- 
portunities to sell these top films to big 
national spot advertisers. 

Another point of interest is the fact 
that while smaller stations are running 
just about the same number of fea- 
tures a week that they did a year ago, 
the large stations are running six more, 
on the average, than they did in the 
fall of 1955. 

The only stations that run more fea- 
ture films than the large stations are 
the independent outlets, with an aver- 
age of 18 per week. This is only two 
more, however, than were run on these 
same independent stations a year ago. 

ABC network affiliates are also heavy 
users of feature films, with an average 
of 15 per week. This is probably due 
to the fact that there is a smaller 
amount of daytime and late-night pro- 
gramming on the ABC-TV network 
than on CBS-TV or NBC-TV. ABC-TV 


affiliates are using only two more 
films a week than they did a year ago. 

There are a number of different 
plans for selling feature films to spon- 
sors, but by far the most popular is 
through participations. Some 83 per 
cent of commercials on feature-film 
programs on the average television sta- 
tion are participations. Even larger 
percentages are participations on the 
smaller outlets. Larger stations report 
smaller percentages of participations 
and a larger volume of movies sold to 
a single sponsor or in 15-, 20- or 30- 
minute segments. 

While the average tv station sells 
only 12 per cent of its pictures to a 





Camera in Court 


The Kansas Supreme Court 
opened up its chambers to tv 
cameramen for the first time 
early this month. As a matter of 
fact, it was the first time for press 
photographers, too. 

wiBw-Tv Topeka gave on-the- 
spot film coverage as the state’s 
highest judicial body met in a 
special session to honor three re- 
tiring justices. Only one paper 
heard of the court’s new tv posi- 
tion in time to get a man on the 
scene. WIBW-TV used the film on 
that evening’s regular newscast. 

The station’s State House re- 
porter, Gene McKinney, com- 
mented that “it was like walking 
on eggs. Unintentionally, the Su- 
preme Court had put us on trial, 
so to speak, before every other 
court in the state. But I think we 
convinced them that newsreel 
men can operate without disrupt- 
ing the proceedings or detracting 
from the dignity of the court.” 

The newsmen operated free of 
restrictions as to lighting and 
camera placement. The decision 
of the court was a reversal in 
position, inasmuch as Mr. Mc- 
Kinney had been denied permis- 
sion earlier this year to cover a 
similar special session of the 
court in which the oath of office 
was administered to a new jus- 
tice and a new attorney general. 

There was no _ indication 
whether photographers would be 
permitted at future sessions. 











single sponsor and five per cent in 
segments, the station with a Class A 
hourly rate of $1,500 or more sells a 
fifth of its features to one sponsor and 
eight per cent to buyers of complete 
segments. A number of stations an- 
swering the questionnaire reported all 
of their feature films sold to single 
sponsors. Others sold all of their films 
in segments. The figures shown here, it 
must be remembered, are for average 
stations in each classification. 

Independent stations have the high- 
est number of features sold to one ad- 
vertiser, averaging 25 per cent, with an 
additional ten per cent sold in seg- 
ments. 

Uhf stations generally seem to fall in 
the same categories with the average 
smaller vhf stations, with a few more 
or less minor differences. Uhf's, for 
instance, sell more movies on a parti- 
cipation basis than any other kind of 
station. 

Stations were asked about their 
policies of “breaking” feature films for 
commercials, These varied widely. But 
a great number agree with Albert G. 
Zink, program manager of WRGB 
Schenectady, who says: “I will not per- 
mit them to be interrupted more often 
than every 20 minutes. . . . I would 
rather double-spot at three intermis- 
sions than single-spot more often.” 


Some Like More Single Spots 


Other station executives believe that 
single spots at more frequent periods 
are to be preferred, with some breaking 
for single spots as many as six times 
in an hour. Other stations report 
double-spotting as many as five times 
in the same period. 

On the average station, however, 
these breaks for commercials come 
only three times an hour, with some 
60 per cent double commercials and 
the number of commercial messages in 
an hour totaling five. 

There is considerable fluctuation in 
the per cent of double commercials in 
the different classifications of stations. 
Stations with Class A one-hour rates 
between $251 and $500 have the low- 
est averages of doubles, with 48 per 
cent, followed by uhf stations with 50 
per cent. The highest percentage of 
double commercials was on stations 
with Class A hourly rates of $901 to 
$1,500, with a total of 75 per cent. 


(Continued on page 42) 
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Feature (Continued from page 41) 


Larger stations and independent sta- 
tions were close on their heels, with 
70 per cent double commercials. 

A number of managers indicated 
that while they did not double-spot 
they had no objection to the practice 
and would if sufficiently sold out on 
their feature-film segments. 

In line with this, a question was 
asked about the per cent of feature 
films that were sold. While the aver- 
age station reported that 58 per cent 
of its commercial time was sold on 
feature films, smallest stations reported 
as little as 39 per cent disposed of, and 
largest stations, those with the greatest 
number of feature films running each 
week with the exception of the inde- 
pendents, reported they were 91 per 
cent sold out. 

Quite a sizable number of stations 
reported that they were 100 per cent 
sold out in feature-film classifications. 
For the most part these were stations 
having at least some of the newly re- 
leased films ready for running. 

Type of sponsor seemed to vary 
widely without direct relation to the 
size of the station. While smallest sta- 
tions reported that 80 per cent of their 
sponsors were local, slightly larger 
stations seemed to get a good share of 
national and regional spot business. 
Stations with the largest percentage 
of national and regional business were 
stations with a Class A hourly rate be- 
tween $501 and $900. 





WJHL-TV 






Johnson City, Tenn. 


KEY TO SALES 


in one of America’s 
fastest growing industrial areas! 


316,000 WATTS ... POPULATION 1,612,370... 
398,143 HOMES 
CBS * ABC © Rep. by John E. Pearson Co. 
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Big Ten Ball 


Big Ten basketball this year 
is being presented on more than 
30 stations in six midwestern 
states (see “Cagers Court Tv.” 
Tv AGE, Dec. 17, 1956). Standard 
Oil of Indiana is sponsoring half 
of the games in all the mar- 
kets. The remaining half has been 
held open for local co-op buys. 
According to Sports Programs, 
Inc., New York, packagers of 
Big Ten basketball, the following 
co-op sponsors have been re- 
ported by the stations: 

Chesty Foods, Inc. (potato 
chips): wc Champaign, WTTV 
Bloomington, Ind., and WEEK-TV 
Peoria; Clear Lake Bakery (But- 
ter Top bread) : KGLO-TV Mason 
City, lowa; Marhoefer Packing 
Co. (meat): wWLBc-Tv Muncie; 
Twin Cities Federal Bank: wrcn- 
Tv Minneapolis; Household Fi- 
nance Corp.: WBKB Chicago; 
First National Bank: WISN-TV 
Milwaukee; Borden Milk Co.: 
WHBF-TV Rock Island; Manhat- 
tan Coffee: KWK-Tv St. Louis; 
Woodbury County bread and 
Northwest Iowa Power Co.: 
Kvtv Sioux City; Walker Elec- 
tric Co.: WTHI-TV Terre Haute; 
Des Moines National Bank: 
KRNT-TV Des Moines. 











Average stations reported their big- 
gest shares of local business from ap- 
pliance. dealers, followed closely by 
automobile dealers, hardware and lum- 
ber dealers, service stations, depart- 
ment stores, jewelry stores, banks, food 
stores, clothing stores and soft-drink 
advertisers. Smaller amounts of adver- 
tising were reported from dairies, real- 
estate firms, furniture stores and bak- 
eries, with an occasional furrier, shoe 
store and fuel-oil dealer contributing 
to the total. 

National business on the average 
station fell into the following cate- 
gories, listed in their approximate 
order of importance: drugs, cosmetics, 
food, appliances, building products, 
soaps and cleansers, beer and wine, 
soft drinks, bread, cigarettes and to- 
bacco and gas and oil. 

Backl»gs of feature films have been 
growing hugely in recent months. On 


the average station this backlog now 
amounts to 238 films, while on the 
largest outlets it is up to an average of 
775 movies. Independent stations have 
a supply of 685 films on hand. 

While these figures are large, they 
are not always realistic, because many 
of the feature films to which stations 
have rights and which might have ap- 
peared on the station in an earlier 
and less discriminating day are not up 
to current standards and will never be 
run. 

The popularity of feature film was 
confirmed long before the release of 
the present large supply of quality 
product. 

In a special survey for TELEVISION 
AGE late last spring, The Pulse asked 
1,000 New Yorkers with television sets 
how they compared their favorite 
movie programs with other television 
programs. Some 44 per cent replied 
that they found their favorite movies 
more enjoyable than other television, 
with only 13 per cent reporting them 
less enjoyable. 


More Time Seeing Movies 


Another result of this survey which 
seems pertinent is that, when asked 
whether they were spending more or 
less time watching movies than they 
had been a year earlier, 42 per cent of 
the same panel replied that they were 
spending more time, and only 12 per 
cent reported they watched movies less. 
Some 58 per cent of movie watchers 
reported that the feature film they were 
seeing was better than it had been a 
year earlier, and only five per cent felt 
that it was worse. This survey was 
taken, of course, before many of the 
present supply of feature films had 
been released to television. 

One of the trends that seems to be 
changing with the advent of the new 
supply of movies is the preferred 
length of films. The Pulse survey found 
that 41 per cent of movie watchers 
liked one-hour films, as compared with 
35 per cent who preferred that the 
films run an hour and a half and 23 per 
cent who liked two-hour films. Pro- 
gram managers and film directors to- 
day are tending toward longer running 
time and less severe editing of the new, 
big-star pictures. 

And the audiences, the rating serv- 
ices all agree, are loving every minute 
of it. 


a= 








Triangle (Continued from page 35) 


movie meat are not good television 
fare. Should it be determined that a 
film either for technical reasons or 
reasons of taste is not suited for tele- 
casting, it is cut to comply or it is dis- 
carded. Triangle has been very for- 
tunate so far in that only four of the 
hundreds of features already handled 
had to be classified as entirely unsuit- 
able. 

Mr. Clipp decided that handling was 
important enough to the success of the 
project to warrant the full-time atten- 
tion of his executives at the start. Al- 
though the actual mechanics of cutting 
are handled by the half-dozen film 
editors on the WFIL-TV staff, all films 
used during the first months were cut 
to the specifications decided on by these 
executives in viewing sessions. 

The start of each show utilizes the 
highly successful “hooker” technique, 
in which an exciting or significant clip 
of the film is run before the opening 
credits. To assure full exploitation of 
the advantages of this format, these 
sequences are selected with the great- 
est of care, and the previewers care- 
fully weigh the suitability of the pos- 
sible choices before making a final de- 
cision. These same sequences are used 





R&R Promotions 


The election to vice president 
of Holly Shively, head timebuyer 
and business manager in the 
Chicago office of Ruthrauff & 
Ryan, Inc., New York, has been 
announced. Allen G. Bishop, ac- 
count executive, has been pro- 
moted to a similar position. 

Miss Shively has been with 
R&R in Chicago since 1943. Be- 
fore that she was with John Blair 
& Co., where she established one 
of the first formal station rela- 
tions departments in the repre- 
sentative field, the announcement 
stated. 

Mr. Bishop joined R&R in 
1949. He is a member of the 
agency's marketing staff special- 
izing in food and drug products. 
Formerly Mr. Bishop was in the 
chain store, jobbing and food 
processing fields. 














Roger W. Clipp has been elected vice 
president, radio and television division, 
Triangle Publications Inc., it has been 
announced by Walter H. Annenberg, 
president. The division operates WFIL- 
TV-AM-FM Philadelphia, WNBF-TV-AM- 
FM Binghamton, WFBG-Tv-AM Altoona 
and WNHC-TV-AM-FM New Haven. It 
also owns 50 per cent of wucB Harris- 
burg. Mr. Clipp has been associated 
with WFIL stations since 1935. 


as “coming attractions” clips. 

One great advantage which is made 
possible by the “premium product— 
premium price” decision is the limita- 
tion of commercial inserts. At present 
the week-end features space commercial 
inserts with 20-25 minute separation, 
providing better continuity and less 
viewer irritation. That such spacing 
also magnifies the impact of each spot 
is a natural conclusion. Because of the 
lower price and smaller potential audi- 
ence-pull of the afternoon and week- 
night features, commercial inserts must 
be spaced closer. The end result is still 
a much lower frequency of interruption 
than the normal feature-film program. 

The necessity of servicing four sta- 
tions from the same library has obvi- 
ous advantages and economies in the 
long run. However, the necessity of 
maintaining good schedules at all four 
while still in the early stages of the 
project has caused Triangle more than 
a few headaches. With the jam-up in 
processing laboratories slowing film 
deliveries to a trickle, for six anxious 
weeks all four stations were serviced 
with a tenuous few films. Many films 
were given second exposures before the 
most desirable re-run dates. With the 
increase in delivery rates, this prob- 
lem has disappeared, and a sufficient 
backlog now exists to space re-runs 
properly. 

“Premium product—premium rate.” 


A good philosophy, one that requires 
justification to those to whom it is 
presented. Timebuyers quickly grasp 
the significance of good showmanship, 
quality productions and limited avail- 
abilities. But today’s market requires 
that programs have an established 
“track record” in order to make them 
solid prospects for a sponsor. There- 
fore, WFIL-TV embarked on an exten- 
sive promotional campaign to impress 
the quality of the new films on the 
public. 

Films were and still are heavily ad- 
vertised in the daily press and in tele- 
vision magazines. Publicity for the 
start of the films centered around such 
devices as bringing movie star Victor 
McLaglen to Philadelphia for a week’s 
personal appearances, and the MGM 
lion making costumed appearances 
around central city and on television. 


How About Commercials? 


One of the major problems is con- 
vincing editors that the old formula, 
“we always give three lines to movies,” 
is no longer in step with the times. 
It is pointed out that the significance of 
How Green Was My Valley from both 
the star-power and _ title-recognition 
viewpoints, was far greater to the aver- 
age viewer than the common half-hour 
situation film to which large amounts 
of newspaper space are devoted. The 
logic of this position has begun to 
sink in, and editors are taking a sec- 
ond look at their treatment of tele- 
vision features. 

From a sales standpoint, a very im- 
portant question was how to treat the 
commercials. Naturally, the station is 
interested in selling full sponsorship. 
Wherever possible, this is being done. 
Bristol-Myers has bought full sponsor- 
ship of a feature a week (falling on 
Friday or Saturday nights) on all four 
stations. Where it is impractical to sell 
full sponsorship, the station will sell 
either halves or participations, but 
nothing mixed. If a sponsor buys a 
half, it is felt that he deserves the show 
identification accruing to him from 
this. Those features in which partici- 
pations are available will be all par- 
ticipations. 

If sales tell the story, all the care and 
thought that went into the development 
of the film properties has paid off. 
Sales response has moved well ahead 


of schedule. 
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News 


and thorough. 

e 7. Thou sha!t NOT show off thy 
technical vocabulary. 

e 8. Thou shalt NOT leave any un- 
answered questions in thy reader’s 
mind. 


(Continued from page 25) 


e 9. Thou shalt edit thine own copy 
as mercilessly as if it were somebody 
else’s. 

e 10. Thou shalt NOT turn essayist 
when thou art a reporter. 

In elaborating on each of its “com- 
mandments,” the Honeywell booklet 
makes a devastatingly potent point in 
connection with number nine. “Any 
phrase or sentence that you felt was 
especially clever when you wrote it,” 
remarks the booklet, “should be re- 
garded with particular suspicion.” 








Alexander M. Poniatoff, Ampex founder and board chairman, with first Video- 
tape recorder which was shipped to CBS-TV in Hollywood. 
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MAGNETIC TAPE IN ’'57. Of the 
many changes in store for television 
for the new year, the one that will 
undoubtedly bring about the greatest 
innovation in technique—and arouse 
the most discussion—will be the practi- 
cal application of magnetic-tape re- 
corders. 

In the closing weeks of 1956, both 
NBC and CBS have carried on coast- 
to-coast experiments with the Ampex 
Videotape recorder. The results have 
been highly satisfactory. The reproduc- 
tion has been described by network 
executives as sharp and clear. It is 
expected that with the refinements that 
only experience can bring, there will 
be little difference between actual live 
telecasts and tape reproductions. 

The week before Christmas, CBS 
conducted a closed-circuit test with 
the Videotape of Art Linkletter’s House 
Party. The program was recorded on 
tape in Hollywood at the time of the 
live telecast. It was later transmitted to 
New York headquarters. NBC held 
a similar demonstration the same day 
involving the Tennessee Ernie Ford 
Show and Modern Romances. 

William B. Lodge, engineering vice 
president of CBS, predicted that view- 
ers would not be able to tell the dif- 
ference between the recorded picture 
and the live telecast. 

CBS also disclosed that since Nov. 
30 the Douglas Edwards news pro- 
gram has been recorded on tape for 


(Continued on page 49) 
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Film Sales 
compilation of all television film 


A properties made recently by 
Broadcast Information Bureau shows 
that there are a little more than 6,000 
full-length theatrical features now 
available for telecasting. These in- 
clude the almost 3,000 features pro- 
duced before 1948 by the major Hol- 
lywood studios, excepting Paramount, 
as well as product from scores of inde- 
pendent movie makers filmed before 
and after 1948. 

Other statistics in the BIB roundup 
reveal: 

e 611 film series made especially 
for tv. 

e 103 theatrical serial titles, each 
title containing from six to 26 and 
more episodes. 

e 6,172 short subjects. 

e 2,737 cartoons. 

e 1,257 feature westerns. 

New releases in each of these cate- 
gories are being added almost daily. 
There is much industry speculation 
as to how many feature films will be 
available once the talent guilds and 
producers get together on a formula 
for releasing post-1948 films for tv 
(see Tele-scope, TV AGE, Nov. 19, 
1956). 

However, provided that spectacular 
concept is achieved, it does not mean 
that films will be flooding into tv at 
the rapid rate of the past year. Many 
of the pictures made in the last eight 
were produced under multiple owner- 
ship, with either one or all of the talent 
—star, writer, producer and director 
—sharing profits and rights with the 
distributing studio. 

Outright studio ownership was the 
exception rather than the rule. Before 
these co-owned properties can be re- 
leased for tv showing, therefore, a 
studio will have to clear every single 
picture with every one of the indivi- 
dual owners. 


Syndicated Film 


ABC FILM SYNDICATION, INC. 
Code 3 


KVAL-Ttv Eugene, Cavalier Heating Co.; Ft. 
Smith; Kmsc-tv Kansas City, Fleming Co.; 
Ksws-Tv Roswell. 

Douglas Fairbanks Jr. Presents 
w-two Bangor; Ksws-Tv Roswell; wspp-Tv 
Toledo, Singer Sewing Machine & Top 
Value Stamps. 





The prisoner won’t talk in ABC Film’s 
Code 3 episode. 


Herald Playhouse & The Playhouse 


KTTv Los Angeles; Seattle. 


The Three Musketeers 

wHo-Ttv Des Moines; wrvy Miami; KWK-TV 
St. Louis; Ksws-tv Roswell. 

Passport to Danger 

wnac-tv Boston, Stot Carrier; Ksws-tv Ros- 
well. 

Racket Squad 

Ksws-Tv Roswell. 

Sheena, Queen of the Jungle 

w-two Bangor; wHo-tv Des Moines; wkJc- 
tv Ft. Wayne; wata-tv Mobile; ksws-Tv 
Roswell. 


ASSOCIATED ARTISTS 
PRODUCTIONS, INC. 


Cartoons 

wtvj Miami; KcRA-tv Sacramento; 
Tulsa; KFDx-Tv Wichita Falls. 
Warner Features 

wFsc-Tv Altoona; WNBF-TvV Binghamton; 
wen-tv Chicago; wtvN-tv Columbus, O.; 
wrca-Ttv Jacksonville; wNHc-Tv New Haven; 
wFiL-tv Philadelphia. 

Other Features 

KRBC-TV Abilene; WLEv-Tv Bethlehem; KFvs- 
tv Cape Girardeau; KHsL-Tv Chico; KIEM-TV 
Eureka; K1p-Tv Idaho Falls; wyac-tv Johns- 
town; KTvx Tulsa. 


KTVX 


ATLANTIC TELEVISION CORP. 
Champion Package 


weuF Buffalo; KFrjz-tv Fort Worth; wBAyY-TV 
Green Bay; wWHTN-Tv Huntington; KMID-TV 
Midland. Tex.; KotNn-tv Portland, Ore.; 
Kutv Salt Lake City; xkTNnt-tv Tacoma; 


KDWI-TV Tucson. 


INTERSTATE TV CORP. 


Action Adventure Series 
westv Charlotte; Kp1x-tv Dickinson; WFLB-TV 





Giving the girls a kick in AAP’s full- 
length feature, The Groom Wore 
Spurs. 


Fayetteville; Ksp-tv St. Louis. 
Counterpoint 

KTsM-tv El Paso; KcuL-tv Galveston. 
Jimmy Wakely Westerns 


wetv Charlotte; Kp1x-tv Dickinson; WFLB-TV 
Fayetteville. 


Jubilee Ti:e-ter 

wics Springfield, Ill. 

Little Rascals 

KpIx-Tv Dickinson; KTRE-TV Lufkin; KMID-TV 
Midlend; wics Sprinsfield, Ill. 

Public Defender 

WARM-TV Scranton. 

Royal Playhouse 


wctv Tallahassee. 


NATIONAL TELEFILM 
ASSOCIATES, INC. 


Fabulous Forty 

KFYR-TV Bismarck; weKkB Chicago. 

Sheriff of Cochise 

KVAL-TvV Eugene; kvip Redding, Cal. 

TNT Package 

waBi-tv Bangor; KFYR-Tv Bismarck; WGN-TV 
Chicago; KHAs-tv Hastings; wrvt Tampa. 
Twentieth Century-F ox 

KFYR-TV Bismarck; KFsA-Tv Ft. Smith, Ark.; 
KHAS-TV Hastings; Krcc-tv Jefferson City; 
KOIN-TV Portland, Ore.; wrvt Tampa. 


RKO TELEVISION, DIVISION OF 
RKO TELERADIO PICTURES, 
INC. 

Animated Fairy Tales 

KuTv Salt Lake City. 

Gangbusters 


KTvR Denver; wsymr-tv New Orleans, Clay 
Dutton Co. 


Greatest Drama 

KENI-Tv Anchorage; KFAR-TV Fairbanks. 
17 Features 

wtvH Peoria. 

27 Features 

wstv-tv Steubenville, United Baking Co. 
War in the Air 


Kvos-Tv Bellingham, Wash.; kFrmMs-tvy San 
Diego, Cal., Grihalva Buick Co. 


ACADEMY PICTURES, INC. 


Completed: Beech-Nut Packing Co. (Beech- 


Nut Baby Foods), Kenyon & Eckhardt; 
Radio Corp. of America/General Foods 
Corp. (RCA/Birds Eye), Kenyon & Eck- 


hardt; Procter & Gamble Co. 
Butter), Leo Burnett. 

In Production: Fedders-Quigan Corp. (Fed- 
ders Air Conditioners), D’Arcy; S. C. John- 
son & Son, Inc. (Johnson’s Wax), Needham, 
Louis & Brorby; General Electric Co. (“Live 
Better Electrically”), BBDO; Procter & 
Gamble Co. (Duz), Compton. 


(Jif Peanut 


ATV FILM PRODUCTIONS, INC. 
Completed: Texas Co. (Texaco Supreme, 
Skychief), C&W; Liggett & Myers Tobacco 
Co. (Chesterfield), McCann-Erickson; Esso 
eral Motors Corp. (Frigidaire), Kudner. 

In Production: Procter & Gamble Co. 
(Crest), B&B; Liggett & Myers Tobacco 
Co. (Chesterfield), McCann-Erickson; Esso 
Standard Oil Co. (Esso Standard), McCann- 
Erickson; Chesebrough Mfg. Co. (Vaseline 
Hair Tonic), McCann-Erickson. 


GEORGE BLAKE ENTERPRISES 


Completed: General Electric Co. (retire- 
ment), BBDO; P. Lorillard Co. (Kent cigar- 
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The latest and most comprehensive 
survey* on trade paper readership 
in the TV-Radio field reveals this fact: 


Television Age 


has more readership 

among tumebuyers, 
account executives and 
ad managers than any 


publication in the freld. 


For proof of 


see opposite page. 
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In a survey conducted by the advertis- 
ing agency, Doug Johnson & Associates, 
Syracuse, New York, 2500 question- 
naires were sent to a cross section of 
timebuyers, account executives and ad 
managers. 653 replies were received. 
Here are the results: 


Question #1 


To which of the following trade publica- 
tions do you subscribe? 


The Answer: 


Publication Percent subscribing 
TELEVISION AGE 65% 
Publication “B” 48% 
Publication “C” 45% 
Publication “D” 26% 
Publication “E” 16% 


Question #2 


Which of these trade publications do you 
read? 


The Answer: 


Percent of readers replying: 
**Regularly’’ ‘*Occasionally"’ 


Publication 

TELEVISION AGE 52% 38% 
Publication “B” 41% 33% 
Publication ‘“‘C” 41% 26% 
Publication “D” 20% 20% 
Publication “E” 13% 17% 


Question #3 
Which magazine offers you the greatest 


ease of reading... both editorial and ad- 
vertising content? 


The Answer: ‘i 


Publication *Percent 


TELEVISION AGE 189.7 
Publication “‘B” 167.9 
Publication “C” 96.8 
Publication ““D” 36.9 
Publication “E” 24.7 


*Weighted average reflecting single and multiple choices 


The complete facts are 
available on request 


Television Age 


444 Madison Ave., New York 22, N. Y. 
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ettes), Y&R; Maxwell House Div., General 
Foods Corp. (Sanka coffee), Y&R; Bissell 
Carpet Sweeper Co. (Ayer). 

In Production: General Electric Co. (pleas- 
ing design), BBDO; Maxwell House Div., 
General Foods Corp. (Sanka coffee), Y&R; 
American Tobacco Co. (Lucky Strike cigar- 
ettes), BBDO. 


CARAVEL FILMS, INC. 


Completed: American Tobacco Co. (Filter 
Tip Tareyton), Gumbinner; Socony Mobil 
Oil Co. (Mobilgas R), Compton; Simmons 
Mattress Co. (Beautyrest), Y&R; Bristol- 
Myers Co. (Bufferin), Y&R. 

In Production: Bavarian Brewing Co. 
(beer), Peck; Block Drug Co. (Poli-Dent, 
Dentu-Grip, Dentu-Creme, Poli-Grip), Grey; 
American Tobacco Co. (Hit Parade cigar- 
ettes), BBDO; Goodyear Tire & Rubber Co. 
(Airfoam), Kudner; Procter & Gamble Co. 
(Dash), Compton. 


SHAMUS CULHANE 
PRODUCTIONS, INC. 


Completed: Centaur Caldwell Div. of Ster- 
ling Drug Co. (ZBT Baby Powder, Dr. Cald- 
well’s laxative, Fletchers Castoria), Carl 
Brown; Langendorf United Bakeries, Inc. 
(Holsum bread), W. E. Long; Home Town 
Bread, McCann-Erickson; Playhouse 90 (in- 
troduction), CBS; Penn Dutch (meat prod- 
ucts), Ritter Lieberman; Omar Bread, 
Wherry Baker & Tilden; Esso Standard Oil 
Co. (gas & oil), Maclaren. 

In Production: Langendorf United Bakeries, 
Inc. (Holsum bread), W. E. Long; Omar 
Bread, Wherry Baker & Tilden; Snow Crop 
Div. of Minute Maid Corp. (frozen foods), 
Bates; Minute Maid Corp. (juices), Bates; 
Alberto-Culver Co. (VO5 hair dressing), 
Geoffrey Wade; H. J. Heinz Co. (food), 
Maclaren; Pontiac Motor Div. (cars), Mac- 
Manus, John & Adams; Colgate-Palmolive 
Co. (soap), Carl Brown; U.S. Air Force 
(recruiting), R&R. 


FILM CREATIONS 


Completed: S. A. Schonbrunn & Co., Inc. 
(Savarin), L. C. Gumbinner; Revlon Prod- 
ucts Corp., Emil Mogul; Rayco Mfg. Co., 
Inc. (seat covers & convertible tops), Emil 
Mogul. 

In Production: Whitehall Pharmacal Co. 
(Anacin), Ted Bates; S&H (Green Stamps), 
Irving Weill; American Oil Co., Joseph 
Katz. 


FILMACK CORP. 


Completed: Meyer Bros. (furniture), Gulf 
State Adv.; National Presto Industries, Inc. 





Greasedown Sir Percival rides to woo | 


the Fair Lady in this Shamus Culhane 
spot for Vitalis. 





A hot exchange in Centennial Summer, 
an NTA 20th Century-Fox feature. 


(electrical appliances), Arthur Grossman; 
Happy Pet Products (Tidy Cat), MacDon- 
ald Cook Adv.; Willards Candy Co. (Cara- 
mel Rolls), E. W. Reynolds; Chicago 
Tribune (services), Foote, Cone & Belding. 


JAMES LOVE PRODUCTIONS, 
INC. 


Completed: Aluminum Co. of America 
(Christmas presentation), Fuller & Smith & 
Ross; North American Philips Co., Ine. 
(Norelco Electric Shaver), C. J. LaRoche. 
In Production: Westinghouse Electric Corp. 
(Christmas appliances), McCann-Erickson; 
U.S. Air Force (Civil Air Patrol) ; Raytheon 
Mfg. Co.; Westinghouse Electric Corp. 
(National air conditioning), Fuller & Smith 
oss. 


RAY PATIN PRODUCTIONS, 
INC. 


Completed: Gulf Oil Corp., Y&R; Hudepohl 
Brewing Co. (beer), Stockton West Burk- 
hart; Anheuser-Busch, Inc. (Budweiser 
beer), D’Arcy; General Foods Corp. (Jello), 
Y&R; Blue Plate Foods, Inc., Fitzgerald. 


SCREEN GEMS, INC. 


Completed: National Biscuit Co. (Nabisco 
Shredded Wheat), K&E: Lever Bros. Co. 
(Wisk), BBDO. 

In Production: E. I. Du Pont de Nemours, 
Inc., Ltd.. BBDO; Imperial Tobacco Co. 
(Player’s cigarettes), McKim. 


SOUND MASTERS, INC. 


Completed: Lever Bros. Co. (Hum deter- 
gent), SSC&B; Nestle Co. (fudge, cocoa), 
McCann-Erickson; Armour & Co. (Dash dog 
food), Ayer; Borden Co. (biscuits), Y&R; 
General Electric Co. (bulbs, sunlamp), 
BBDO; Aluminum Co. of America (Alcoa 
aluminum), Fuller & Smith & Ross. 

In Production: Red Cross (services), 
SSC&B; Borden Co. (Instant malted milk), 
Y&R; General Electric Co. (bulbs), BBDO; 
Nestle Co. (Quik Cocoa), McCann-Erickson; 
V. LaRosa & Sons, Inc. (macaroni, pizza pie 
mix, spaghetti, meat ravioli, cheese ravioli), 


SSC&B. 


TRANSFILM, INC. 


Completed: Robin Hood Flour Mills, Ltd. 
(Robin Hood chocolate cake mix), Y&R; 


(Continued on page 48) 
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Whitehall Pharmacal Co. (Anacin), Ted 
Bates; P. Lorillard Co. (Old Gold Cigar- 
ettes), Lennen & Newell; U.S. Rubber Co. 
(U.S. Royal Golf Balls), Fletcher D. Rich- 
ards; Shulton Inc. (Old Spice After Shave, 
Lotion & Talcum), Wesley Assoc.; American 
Motors Corp. (Nash), Geyer; Norex Labora- 
tories Inc. (Amitone), Grey; General Motors 
Corp. (Pontiac), MacManus, John & Adams; 
Clairol, Inc. (Miss Clairol), Foote Cone & 
Belding; Gillette Co. (Gillette Razors), 
Maxon; U.S. Rubber Co. (U.S. Rubber Ex- 
hibition Hall), Fletcher D. Richards; Radio 
—_ of America (RCA Victor Records), 
rey. 


TV SPOTS, INC. 


Completed: American Dairy Assn. (evap- 
orated milk), Campbell-Mithun; Prudential 
Life Ins. Co. (retirement policy), Calkins 
- Aluminium, Ltd. (aluminum) 
WT. 


In Production: Procter & Gamble Co. 
(soap), Y&R; Northern Paper Mills Div. 
of Marathon Corp. (Waxtex wax paper), 
My General Electric Co. (portable tv), 


UNIVERSAL PICTURES CO. TV 


Completed: Lever Bros. Co. (Lava soap), 
Leo Burnett; Scott Paper Co. (Scotties), 
Leo Burnett; Falstaff Brewing Co. (beer), 
D-F-S; Chrysler Corp. (De Soto cars), 
BBDO; E. I. Du Pont de Nemours, Inc. 
Ltd. (Zerone & Zerex), BBDO; Radio Corp. 
of America (RCA tv sets), K&E; Pepsi 
Cola Co., K&E; Campbell Soup Co., BBDO; 
Eastman Kodak Co. (cameras), JWT; An- 
derson-Clayton Co. (Flair shortening), 
D’Arcy; Kellogg Co. (Kellogg’s Cornflakes) , 
Leo Burnett; Ford Motor Co. (cars), JWT; 
Langendorf United Bakeries, Inc. (bread), 
Compton; Ronson Corp. (lighters), Norman, 
Craig & Kummell; Lever Bros. Co. (Lux 
Toilet Soap), JWT; Foremost Golden State 





Second Y&R Grant 


A second grant of $100,000 by 
Young & Rubicam, Inc., to the 
Young & Rubicam Foundation, 
established a year ago to award 
scholarships at liberal-arts col- 
leges to deserving students, has 
been announced by Sigurd S. 
Larmon, president of the agency. 

All scholarships are for a four- 
year period and may range in 
amount from $200 to $2,000 a 
year, the figure being deter- 
mined by the need of the appli- 
cant. Applicants under the sec- 
ond grant just announced must 
be relatives of Y&R employees, 
with awards of scholarships 
based upon recommendations of 
a scholarship selection commit- 
tee composed of educators nom- 
inated by the Educational Test- 
ing Service of Princeton, N. J. 
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WILDING BUYS HENDERSON 

Wilding Picture Productions, Inc., 
Chicago, has acquired A. J. Hender- 
son Associates, Inc., Detroit, accord- 
ing to an announcement by C. H. 
Bradfield Jr., president of Wilding. 

Henderson Associates, specializing 
in the fields of training, sales promo- 
tion and merchandising, will be known 
as Wilding-Henderson, Inc., located at 
13535 Livernois, Detroit 38. Officers 
are Lang S. Thompson, president; A 
J. (Al) Henderson, vice president and 
director of creative services, and Nor- 
man B. Terry, vice president. Mr. 
Thompson also will continue as ex- 
ecutive vice president of Wilding 
Picture Productions, headquartering 
in Chicago. 


ROSS FILM PRODUCERS 
COUNSEL 

The appointment of Wallace A. Ross 
Enterprises as public relations coun- 





Dairies, Inc., BBDO; General Motors Corp. 
(Chevrolet, Delco Batteries), Campbell- 
Ewald; P. Lorillard Co. (Old Gold cigar- 
ettes), Lennen & Newell. 

In Production: Philip Morris, Inc. (Parlia- 
ment cigarettes), B&B; Pillsbury Mills, Inc. 
(flour), Leo Burnett; U.S. Steel Corp. (steel 
products), BBDO; Colgate-Palmolive Co. 
(shave cream), Lennen & Newell; Narra- 
gansett Beer Co., Cunningham & Walsh; 
Ford Motor Co. (Mercury cars), K&E; 
Philip Morris, Inc. (Marlboro cigarettes), 
Leo Burnett; E. I. Du Pont de Nemours, 
Inc., Ltd. (National Electric Week), BBDO. 


UPA PICTURES, INC. 


Completed: C. F. Mueller Co. (macaroni & 
egg noodles), Scheideler & Beck; Fould’s 
Macaroni Div. Grocery Store Products Co. 
(macaroni & spaghetti), Clinton E. Frank; 
Piel Bros. (beer), Y&R; Shulton, Inc. (Old 
Spice products), Film Counselors; P. Lor- 
illard Co. (Old Gold Filters), Lennen & 
Newell. 

In Production: Piel Bros. (beer), Y&R; 
Scott Paper Co. (towels), JWT; Wm. 
Schluderberg-T. J. Kurdle Co. (Esskay), 
VanSant Dugdale; National Biscuit Co. 
(Nabisco Snacks), K&E; Bristol-Myers Co. 
(Bufferin), Y&R; P. Lorillard Co. (Old 
Gold Filters), Lennen & Newell; Dept. of 
Health, City of New York (Salk Vaccine) ; 
Coca Cola Export Co. 


WILDING PICTURE 
PRODUCTIONS, INC. 

Completed: Pontiac Div., MacManus, John 
& Adams; Lincoln-Mercury Div., Ford Motor 
Co., Y&R; Standard Oil Co., D’Arcy; Kel- 
logg Co., Leo Burnett. 


sel for the Film Producers Association 
of New York has been announced by 
Robert Laurence, president of the 
group. 

The main job of the Ross organiza- 
tion will be to carry on an expanded 
information program based on the 
services the New York film firms offer 
television, industry and government. 


FILM ASSEMBLY IN APRIL 

The fourth annual American Film 
Assembly is slated to be held at the 
Statler Hotel in New York from April 
22 to 26. Highlight of the session will 
be the presentations of the Golden 
Reel awards and Silver Reel certifi- 
cates. 

The awards will be presented after 
a group of jurors screens the works 
of non-theatrical film producers at 
the Golden Reel Film Festival. The 
Golden Reels will be given to the best 
films in each of 23 categories. The 
Silver Reel certificates will be given 
to other outstanding films in the vari- 
ous categories. Entries will be re- 
ceived no later than January 22. 





KDIX-TV Studios Open 


KpDIx-Tv Dickinson, N. D., of- 
ficially celebrated the opening of 
its studios with a four-day “open 
house” at the end of November 
and the beginning of this month. 
In addition, on the evening pre- 
ceding the official fanfare 250 
retailers and wholesale distribu- 
tors were guests of the station 
and its general manager, Orville 
F. Burda, at a gigantic cocktail 
party. 

Main speaker of the evening 
was Bill Colvin, of the New York 
office of the Television Bureau 
of Advertising, who expressed 
“amazement over the strong re- 
gional interest in KDIX-Tv’s op- 
eration, reflected in the fact that 
there are over 1,800 stockholders 
from the area with investments 
in the station.” 

















News (Continued from page 44) Looking for Ty 


later transmission on the west coast. 
The network on Christmas Eve made 5 t bd > 
its first use of Videotape involving an 5 U ¢c¢cess or | es: 

evening variety show. Arthur God- 
frey’s Talent Scouts was recorded on 
Ampex tape in Hollywood and played Then look no longer. The TELEVISION AGE series of Product Group 
to viewers there at the usual hour. The Success Stories takes up each field of business separately, goes into 
possibility of tape recording this show 


every week is being considered by ? , nie 
CBS. firms in each field have met their problems through television adver- 


its problems and strong points, then outlines in detail the many ways 


tising. 
AMPEX UNITS IN USE. Both NBC 
and CBS have been anxious to put the Each article includes dozens of actual television success stories. 
Ampex units in operation. So much so These tried and tested formats will help you show hard-to-sell 
that each has been willing to pay the 
$30,000 premium for pre-production 
models. NBC ordered three and CBS 
is taking five at present for network 
operations. These pre-production units fill out the coupon. 
will cost $75,000 apiece. The regular 
production models, which will be 
available next year, will sell for $45,- ” ren Sa nan oe aaa ae 
000, according to Phillip Gundy, vice 
president and manager of the Ampex 
audio division. 

At present, CBS has two Videotapes 
operating in Hollywood and one in 
New York. NBC has been working 
with its parent company, RCA, in the 
latter’s development of a magnetic- 
tape recorder for color, as well as 


prospects how they can use tv to build their sales. 


Reprints are available at 25¢ each, 20¢ in lots of 10 or more. Just 
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Please send me reprints of the Product Group Success Stories: 


Number of copies Number of copies 
black-and-white. Last October, the ; te act tila Baeds 
Jonathan Winters show carried a color Sate 6 Shay ihe -———- eh On —— ae 
tape insert of singer Dorothy Collins. Dairies & Dairy Products —— Travel, Hotels & Resorts 
i had been recorded the previous Banks & Savings Institutions -——— Sporting Goods & Toys —_— 
ay. 
Dry Cleaners & Laundries —— Drugs & Remedies —— 
Several Advantages Groceries & Supermarkets —— Gasoline & Oil —— 
: Aside from the superior clarity and Furniture & Home Furnishings ————__ Shoe Stores & Manufacturers ——. 
picture quality tape has as compared 
with film, there are several other ad- Home Building & Real Estate Teg Farm Implements & Machinery ———_ 


vantages. For one thing, programs can 
be tape recorded and then rebroadcast 





Jewelry Stores & Manufacturers Electric Power Companies -—— 

















immediately without the delay of Nurseries, Sead & Food —=. es, See ioe 
hours involved in processing a “hot” Hardware & Building Supplies Telephone Companies — 
kinnie. The show can be taken off a 

tv camera, a tv receiver, from trans- Name 

mission lines or even from microwave Position nf 
relay systems. Another advantage is 

that the tape, requiring no processing, Company. 3 
can be erased and re-used many times. Address 

Ampex’s Gundy states that telecasters Che. ai es eee he 
can conceivably save thousands of dol- 

lars in recording programs that are C] I enclose payment OG a oe 
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Agency and client + 
. ‘ behind closed doors - 
chopping on the schedule - 








your medium, your market 
are mentioned + a question 
is raised + the agency man 


reaches for Standard Rate... 


Brother, what a grand feeling to know that 


ou are there 


in a Service-Ad near your listing. 


For the full story on ihe values 1,161 media get from their 
Service-Ads, see Standard Rate’s own Service-Ad in the 
front of all skDS monthly editions; or call a Standard Rate 
Service-Salesman. 


Note: According to a study of SRDS use made by National Analysts, 
Inc., 83% of all account men interviewed have SRDS available at 
meetings in clients’ offices. 




























Washington Memo 


1956 TV INVENTORY. As the tele- 
vision broadcasting industry enters 
1957, it seems appropriate to take 
stock of the size of the business, its 
prospects for the year ahead and its 
accomplishments in the year just 
ended. The current figures of the FCC, 
plus the agency’s annual report for the 
fiscal year just submitted to Congress, 
provide a fairly accurate picture of 
the situation as of Jan. 1. 

At present, there are 472 tv stations 
on the air, another 20 or so which 
have been authorized and are quite 
certain of being built, and still an- 
other 20 which will result from appli- 
cations still in hearing or awaiting 
final decisions. This means that there 
are now approximately 515 stations in 
sight. 

Will this be the peak for the in- 
dustry? Probably not, but much de- 
pends on what is done about the 
allocation problem. If ultra high is 
given a lift, or more vhf assignments 
are provided (through use of direc- 
tional antennae and other engineering 
developments), or both uhf and vhf 
are aided, the number of stations 
might well hit the 700 mark within the 
next few years. 

The allocation proposal filed with 
the Commission by the ABC network, 
based on a combination of deintermix- 
ture and vhf drop-ins, would provide 
for at least three equally competitive 
facilities in 193 markets and for more 
than 650 stations in these areas. This 
would be in addition to communities 
with less than three stations. Alto- 
gether, the plan would make possible 
over 800 stations. 

While the FCC isn’t likely to dein- 
termix nearly to the extent called for 
in the ABC proposal, if it deintermixes 
at all, the plan is considered important 
for the possibilities it offers in pro- 
viding for more station facilities. 
There are indications that the agency 
may come up with a plan designed to 
carry out at least part of the ABC 
objectives. 


FEW NEW STATIONS. The year 
1956, while doubtless registering con- 
tinued gains in television time sales 


and profits, recorded only a small in- 
crease in the number of stations. It ap- 
pears that there are only about 30 more 
stations on the air now than there were 
a year ago, a circumstance which is 
due largely to the folding of uhf sta- 
tions and the failure of uhf permit- 
holders to build. 

But this was not the sole reason. 
There were more than a few vhf pros- 
pectors who decided not to build. So 
far, 33 vhf permits have been re- 
turned. 

The report estimates that over 90 
per cent of the population is now 
within range of at least one tv station, 
that nearly 39 million sets are now in 
use, that around $15 billion have been 
invested by the public in receiving 
equipment and that the annual volume 
in tv advertising, set sales, and servic- 
ing exceeds $4 billion a year. 

“These figures,” the report declares, 
“make it evident that tv is now well 
established. However, they also show 
that further expansion of tv service is 
necessary to achieve the Commission’s 
1952-stated objectives for the full de- 
velopment of a nationwide competitive 
system. These basic aims include (a) 
at least one service to all areas, (b) at 
least one station in the largest possible 
number of communities and (c) mul- 
tiple services in as many communities 
as possible to provide program choice 
to the public and to facilitate com- 
petition among broadcasters, networks 
and other elements of the industry.” 


TY COMES TO THE FARM. A re- 
cent report by the Census Bureau 
reveals the tremendous impact which 
the lifting of the television freeze in 
1952 had on the farm life of the na- 
tion. This report shows that during the 
four-year period from 1950 to 1954, 
a period in which the number of tv 
stations increased by nearly 300, set 
saturation in farm homes rose from 
less than three per cent to 35.5 per 
cent. 

The rush to install receivers was 
particularly evident in those states 
which had no television, or very little 


(Continued on page 54) 
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- HOW DOES A TWO-STATION MARKET 
BECOME A ONE-STATION MARKET? 


e When one station captures 83% of the daytime audience; 
” 72% of the nighttime audience!* 





THIS HAS HAPPENED IN THE RICH UPPER NORTHWEST MARKET... 
KFYR-TV’s phenomenal Pulse ratings prove that 


1, KFYR-TV has dominent coverage of Bismarck and the rich rural 
upper Northwest area 


2. KFYR-TV has superior programming and facilities 


3. KFYR-TV is the pioneer station in the market . .. Bismarck’s FIRST 
station by any yardstick 


*RESULTS OF THE OCTOBER, 1956 PULSE: 





Monday to Friday Saturday Sunday 





1 PM- 6 PM- 6 PM- 
6 PM 11 PM 11 PM 


Stations 





KFYR-TV 83 72 73 72 64 








Station B 17 28 27 28 36 











PLUS: KFYR-TV has all the top 15 once-a-week shows 
all the top 10 multi-weekly shows! 











For availabilities and further information, call or wire 


KF YR-tv 


BISMARCK, NORTH DAKOTA * CHANNEL 5 — 100,000 WATTS 


Represented by BLAIR TELEVISION ASSOCIATES and HARRY S. HYETT CO., Minneapolis 
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Wall Street Report 


Publishers and Tv. The failure of 
Crowell-Collier to consummate its pro- 
posed venture into the tv field by buy- 
ing Consolidated Television has caused 
considerable interest among tv-invest- 
ment circles in Wall Street. However, 
it will be recalled that on the basis 
of C-C’s financial position in 1956 the 
company was counting perhaps too 
heavily on its proposed tv acquisitions 
to accomplish what the company’s pub- 
lishing activities have not quite man- 
aged to do in recent years—make 
money for the giant corporation. 

Now the management of Consoli- 
dated Television and its bankers must 
re-examine the situation from several 
aspects to determine whether Con- 
solidated’s position has been affected 
any by the prolonged negotiations 
with C-C, It’s doubtful that it has ex- 
cept by virtue of the fact that it’s tough 
to get a new buyer to bid any higher 
than the $16 million offered by C-C 
and initially accepted by Consolidated. 

There was some discussion that 
other publishers, the Washington Post 
included, might be interested in the 
deal that C-C had to drop because of 
a tight money situation, among other 
things. There’s no question that the 
publishing industry has, as an indus- 
try, one of the biggest stakes in tele- 
vision, and that investment is likely 
to grow heavier in the years ahead. 
And one of the best examples of a 
happy marriage of publishing and 
telecasting in a publicly owned com- 
pany for the interest of investors is the 
Meredith Publishing Co. 

The company’s annual report for the 
fiscal year ending June 30, 1956 has 
been available for some weeks and is 
worth a close scrutiny. Fred Boehn, 
president, wastes no words in describ- 


ing it as the best year in the company’s 
history, with net profits hitting $4,- 
047,000, equal to $3.14 per share, as 
compared with $3,624,000, or $2.81 


per share, in the previous year. 


Dividend Increase. Revenues in the 
1956 fiscal year leaped to $48,460,000, 
a substantial gain from the $42,754,- 
000 reported in the previous year. 


This improvement gave stockholders 
an increase to $1.50 in the yearly 
dividend rate per share from the $1.25 
of the previous year. 

The revenue from Meredith’s broad- 
casting properties—which include four 
radio and four tv stations—jumped to 
$8,881,000, a gain of 21 per cent over 
the previous year and the biggest gain 
of all Meredith’s divisions. A year 
earlier, revenue from tv had accounted 
for $7,319,000; back in 1951 it was 
barely over the $500,000 mark. Eight 
years ago it was non-existent. 

The company operates radio and tv 
stations in four major markets: WHEN 
and WHEN-TV Syracuse; wow and 
wow-tv Omaha; KCMO radio and fm 
and KCMO-Tv Kansas City, and KPHO 
and KPHO-Tv Phoenix. During the year 
a new tower, standing 1,042 feet, the 
highest of its kind, was provided for 
the Kansas City unit. Studio expan- 
sions and new equipment are on order 
for all stations. These plans call for 
the outlay of approximately $2 mil- 
lion over the next two or three years, 
an amount that Meredith is confident 
of regaining in profits. 

All but the Phoenix units are affili- 
ated with the CBS network, while the 
Phoenix unit is independent. 

The company’s magazine ad rev- 
enue, accounting for 56 per cent of 
total revenue, increased 15 per cent 
during the year. Income from circu- 
lation sales totaled $7,988,000, ac- 
counting for 16 per cent of total 
revenue, while sale of books repre- 
sented another seven per cent, or $3,- 
568,000. In the current fiscal year the 
company boosted prices on its maga- 
zines, Better Homes & Gardens and 
Successful Farming. 

An expenditure of $6 million is 
planned over the next few years on 
new plant and equipment for these 
divisions of the company’s operations. 


Meredith Eyes CT. Now Meredith 
also has entered the move to acquire 
some of Consolidated Television's 
units. Time & Life, of course, has put 
in a bid for all of the Consolidated 
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Memo (Continued from page 51) 


of it, until late in 1952 or 1953. In 
Colorado, for example, where less than 
one per cent of farms with electricity 
had sets in 1950, nearly 30 per cent 
had them when the Census of Agri- 
culture was taken in 1954. In Washing- 
ton, which had only one station in 
1950, set saturation increased from 1.3 
per cent to 46 per cent. During this 
period, seven new stations came into 
operation. 

Similarly, in Oregon and Idaho, 
which had no tv in 1950, over 30 per 
cent of farm homes installed sets by 
1954. In Maine, where only a few farm 





Film Promotion 


What better way to promote a 
feature-film package—or any- 
thing, for that matter—than with 
the aid of six girls, 11,000 bags 
of popcorn and the “mystery 
voice” of Pierre, Frenchman- 
about-town. 

Faced with the task of publi- 
cizing its MGM package, WHCT 
Hartford, CBS-owned station, 
dressed six girls in eye-catching 
skating costumes and had them 
distribute to the local tv citizenry 
11,000 bags of popcorn. Attached 
to each giveaway was a list of the 
movies for the week and a gen- 
eral promotion barrage. In less 
than three hours the girls com- 
pleted their job. 

Another part of the project 
utilized the telephone voice of 
Pierre, who invited callers in his 
best Continental fashion to tune 
in to WHCT’s two evening feature- 
film programs. Pierre’s telephone 
number was circulated by word- 
of-mouth only. Although ten 
trunk lines were held open, the 
telephone company was unable to 
handle the load, which was esti- 
mated by company executives at 
25,000 attempts. wHcT later re- 
vealed that “Pierre” was the 
voice of Jack Borden, station 
newscaster. This part of the pro- 
motion received so much atten- 
tion that it was carried by the 
Hartford Courant and the United 
Press. 
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families had tv receivers, more than 40 
per cent had them by 1954. In Ver- 
mont, saturation rose from 1.4 per cent 
to 39 per cent. 

Aside from new stations which come 
on the air during this period, set in- 
stallations on farms were apparently 
stimulated by other factors, such as 
increased power by existing stations 
and better economic conditions. In 
New Jersey, which has the highest 
concentration of sets on farms, satura- 
tien zoomed from 24 per cent to 
approximately 84 per cent. Similarly, 
in New York, the proportion of farms 
with sets rose from eight per cent to 
70 per cent, and in Ohio from about 
ten per cent to 67 per cent. 

Despite the rapid increase in tv in- 
stallations, however, receiver manu- 
facturers still have a big market for 
first sets in farm homes. The latest 
figures of the Census Bureau, based on 
a sample survey last February, showed 
that 53 per cent of rural-farm house- 
holds had sets. Assuming the propor- 
tion has risen since then to 60 per 
cent, there would be nearly two million 
farm homes without tv. Approximately 
93 per cent of the nation’s 4,780,000 
farms had electricity in 1954. 

Although television has come to the 
farm, it apparently hasn’t been able 
to “keep ’em there.” Seems there were 
600,000 fewer farms in 1954 than in 
1950. 





Wall St. (Continued from page 53) 


units. whereas Meredith is interested 
solely in the Minneapolis station. 

Although Meredith has $16 million 
in cash and securities, up $3 million 
from the 1955 level, the company is 
unwilling to make a pitch for all the 
tv stations, since this would require 
ridding itself of some units now 
owned. 

Meredith’s earnings for the first six 
months of the current year will show 
an increase over the 1956 fiscal year. 
In the first quarter ended Sept. 30, 
profits jumped to $1,040,494, equal to 
81 cents per share on the 1,290,000 
shares outstanding. A year ago first- 
quarter earnings were $979,147, or 76 
cents per share. In the second quarter 
the Meredith profits continued to im- 
prove. 

Meredith’s management sees its rev- 
enue bounding upward from two 





NTA Expands 


The “help wanted” sign is be- 
ing displayed by National Tele- 
film Associates, which has an- 
nounced it is increasing its sales 
force to meet expanded produc- 
tion of new half-hour film presen- 
tations. 

As stated by Harold Goldman, 
vice president in charge of sales, 
the new expansion move will be 
handled by Aaron Beckwith, 
director of sales development. 
Mr. Beckwith is currently visit- 
ing NTA’s regional offices to set 
up new syndication units to 
handle sales for the ten film 
shows that Desilu Studios and 
20th Century-Fox are preparing. 

Mr. Beckwith is expected to 
establish staff regional offices in 
Atlanta and Dallas to handle na- 
tional, regional and local sales. 

Of the new series, 20th Cen- 
tury-Fox will produce four, the 
initial episodes of which will be 
available not later than next 
March. The remaining six shows 
are being turned out by Desilu 
Productions. 











sources in the future. One is its Better 
Homes & Gardens magazine, the po- 
tential of which is almost limitless. As 
home ownership grows, so does its 
circulation. The tv revenue is also 
mounting and will probably increase 
more rapidly in the next few years. 
And the company is anxious to effect 
that even more so by adding to its tv 


units. 
Stock High-Low Last 
1956 Quote* 
ABC 324%4- 21% 22% 
ADMIRAL 22%%- 12% 13% 
AVCO 7T%- 5% 5% 
CBS 3414- 22% 333% 
DUMONT LABS 10 - 4% 4% 
EMERSON 13%- 6% 6% 
GENERAL ELECTRIC 65%4- 52% 61% 
HOFFMAN 2536- 1856 19 
MAGNAVOX 41 - 31% 37 
MOTOROLA 51%- 37% 3936 
NATIONAL TELEFILM 9%4- 3 71% 
PHILCO 36%4- 16 16% 
RCA 50%4- 33% 34% 
RAYTHEON 19%- 13 17% 
STORER 2914- 22% 25% 
SYLVANIA 55%- 4 443 
WESTINGHOUSE 65%- 50% 54% 
ZENITH 1414-101 104% 
Over-the-Counter Stocks 
Bid-Asked+ 
AMPEX 3314-3414 
CONSOLIDATED TV 174-18 
OFFICIAL FILMS 2%4- 2% 


oa As of the close, Dec. 20, 1956. 
+ As of Dec. 20, 1956. 














TELEVISION AGE 


4é hen I first started to buy tele- 
vision time, a_ half-hour 
show in New York could be gotten for 
$50, and the station begged you to take 
it. Today the same time segment goes 
for $4,500, and you have to fight to 
get it.” This is what veteran media 
buyer Joe Lincoln said when TELE- 
VISION AGE asked him to make some 
observations on time buying, past, 
present and future. 
Mr. Lincoln, who is leaving Young 
& Rubicam after 12 years (see Per- 
sonals, page 62), pointed out that 
another significant difference between 
the “old days” and the present is 
' the matter of ratings. “Ratings are 
now very important. Whereas, when 
there were only one or two stations 
in a market, this was not so.” 


Most Important Points 


Calling on his dozen years of ex- 
perience, Mr. Lincoln listed what he 
believes are four of the most import- 
ant points a buyer. must consider 
when making buys: 

e 1. The placement should be slot- 
ted at the proper time to reach the 
audience the sponsor is after. 

e 2. The buy should be made only 
when the audience is large enough 
to give the client an adequate number 
of viewers per dollar. In Mr. Lin- 
coln’s opinion, the cost at a local 
level should stay below $3 per thou- 
sand homes. 

e 3. Buy at a time when the place- 
ment is safe from pre-emption. “When 


December 31, 1956 


a review of 





REPORT 


current activity 


in national 


spot tv 


you buy a time segment,” he stated, 
“you’re making an investment for 
that period and you don’t want to 
lose it, especially if it grows in 
value—that is, acquires more of the 
kind of audience you want.” 

e 4. Know your programming. 
Along this line, Mr. Lincoln feels 
that the big buy today is in feature 
films. “New feature films are getting 
phenomenal ratings. And if stations 
continue showing the good Hollywood 
films now available, these ratings will 
continue.” Another strong point in 
favor of feature films, he remarked, 
is a flexibility that is greater than, 
for instance, syndicated film series. 
“You can buy into a feature-film pro- 
gram for a shorter period than the 
syndicated program which you have 





Miles C. McKearney, vice president 
at Foster & Davies, Inc., Cleveland, 
who handles Alliance Tenna-Rotor and 
General Electric Exposure Meter ac- 
counts. 


to take for 13 weeks and often longer.” 

Mr. Lincoln also commented on the 
desirability of the all-media buyer 
concept. “It gives the buyer a broader 
understanding. In addition, instead of 
wasting your time and energy com- 
peting against other media for money, 
you can give more study and planning 
to the overall picture, which, of course, 
will benefit the client.” 

Lastly, Mr. Lincoln said that one 
of the most laudable and welcome 
changes he has noted has been the 
growing importance of the timebuyer. 
“The timebuyer is getting more and 
more responsibility. With that is com- 
ing more authority. The timebuyer 
is getting more and more involved 
with media planning and _ strategy. 
And,” he concluded, “this is as it 


should be.” 


AMERICAN MOTORS CORP. 
(local) 
The company has announced that it has 


five film spots—minutes and ID’s—available 
for its local NASH and HUDSON dealers. 


AMERICAN TOBACCO CO. 
(Batten, Barton, Durstine & Osborn, 
Inc., N. Y.) 

Beginning Jan. 2, the HIT PARADE spot 


movement will be in all sections of the 
country. The latest buys were in upwards 
of 100 markets. The HIT PARADE 
placements of ID’s, 20’s and minutes are all 
nighttimes and are set to run for 13 

weeks. Thus far there have been no 
renewals in the original markets on the 
west coast and in New York, Chicago and 
other major markets. Hope Martinez 

is the timebuyer. 


(Continued on page 58) 


December 31, 1956, Television Age 


Pg 





MOST 


OTED 


The most-quoted publication in its field! TELE- 
VISION AGE features and articles have been 
quoted by more than 343 leading newspapers and 
national magazines, whose combined circulation 
exceeds 40 million. 


Another demonstration of the TELEVISION 
AGE editorial vitality, this proves TELEVISION 
AGE to be the number-one source book serving 
the tv business. 


56 December 31, 1956, Television Age 





Herald = 
New York World ‘Telegram 


The 
THE KANSAS CITY STAR 


THE WALL STREET JOURNAL 
The New Pork Times. 


CHICAGO DAILY NEWS 


The Independent Ne 


THE MINNEAPOLIS ST ‘A R- 





Han Sranciseo~ Axaminer: 


5 REVIEW 
eaders 


Digest CLEVELAND PLAIN DEALER 


Chicago, Daily Tribune 


The Washington Post 


Times Herald 


THE 


MANAGEMENT The News and Observer 
REVIEW 
Gm <sseey,, SUNDAYBNEWS 


a> WSPAPER © 
a 


ing News 


aT 
ae 
L PAPER 


The Sp 


ALL PAI 


December 31, 1956, Television Age 57 








Spot (Continued from page 55) 


BLOCK DRUG CO. 
(Grey Advertising Agency, Inc., 
N. Y.) 


For POLI-GRIP and POLIDENT the 
company will again this year stagger its 
lacements in the four quarters. In the 
bret quarter POLI-GRIP will hit in 18 
markets, POLIDENT in 17, both using 
nighttime minutes and 20's. The 

company expects to place announcements 
for both products in the top 50 markets 
during the year, with this year’s campaign 
getting more money than ever before. 

Phil Branch, group supervisor, is the time- 
buyer, assisted by Herb Lieberman. 


BRISTOL-MYERS CO. 


(Doherty, Clifford, Steers & 
Shenfield, Inc., N. Y.) 


The campaign for VITALIS starts early 
January in the south and southwest in 
about a dozen markets. It will run for 26 
weeks and consists of nighttime 20's. 

Sam Vitt is the timebuyer. 


BRISTOL-MYERS CO. 
(Young & Rubicam, Inc., N. Y.) 


There will be a tv-radio campaign getting 
underway in January for BUFFERIN. 
This drive will be on a national basis; last 
year the company had schedules in some 
30 tv markets. Seymour Drantch is 

the timebuyer. 








GOVERNOR TELEVISION 
presents 
THE LAUREL & HARDY SHOW 
8 years in the top 10 


151 W. 46 St., N.Y.C. 
Art Kerman—JUdson 6-3675 

















South Arkansas’ only tv station 
serving a market of over a 


quarter-million people. 


Represented by 
John E. Pearson Co. 


i 
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Jeanne Nolan, timebuyer at N. W. 
Ayer & Son, Inc. does the placing 
for Charles E. Hires Co. and Stephen 
F. Whitman & Son. 


BROWN & WILLIAMSON 
TOBACCO CORP. 

(Ruthrauff & Ryan, Inc., Chicago) 
For DU MAURIER CIGARETTES the 
company is adding markets using minutes. 
Ed Kasser is the timebuyer. 


CARBONA PRODUCTS CO. 
(Reach, Yates & Mattoon, Inc. N. Y.) 


The test campaign for CARBONA 
SOAPLESS LATHER AND RUG 
CLEANER on wasc-tv New York 

(see Oct. 8 Spot Report) 

has been considered successful. The firm 
will be starting an expanding effort in 
January and February; the first markets 
will be Tampa, Tuscon, Miami and New 
Haven. Carbona expects to have national 
coverage by September. Frank Sharpe 

is the timebuyer. 


CHUNKY CHOCOLATE CORP. 
(Grey Advertising Agency, Inc., 

|. ie 

This candy firm added schedules of ID’s 
in some of its major markets. These are 
in addition to its sponsorship in 17 
markets of TPA’s Sersion Legionnaire, 
which began in the fall. For list of markets 
see August 1956 Spot Report. Joan 

Stark is the timebuyer. 


CHOCK FULL O° NUTS 


(Grey Advertising Agency, Inc., 
N. Y.) 


Trying to get weather and news in some 
of its markets. If anything good shows up, 
the company will adjust budget to suit. Joan 
Stark is the timebuyer. 


CONTINENTAL OIL CO. 
(Benton & Bowles, Inc., N. Y.) 


The company bought eight more markets 
for the CBS Television Film series, 
Whirlybirds, giving it a total of 47 markets 
in the west and southwest in which it 
will carry the show (see Dec. 17 Spot 
Report). Richard Trea is the timebuyer. 


CORN PRODUCTS 
REFINING CO. 


(Donahue & Co., Inc., N. Y.) 


There will be activity very soon for 
KASCO MILLS but, at press time, 
definite plans were not yet settled. Evelyn 
Lee Jones is the timebuyer in charge. 


DOW CHEMICAL Co. 
(MacManus, John & Adams, Inc., 
Bloomfield, Hills) 

To cover the new package for 

SARAN WRAP the company will undertake 
on a fairly widespread basis a tv spot 
campaign of daytime announcements. It 
will get started after the first of the year. 
William Bushway is the timebuyer. 


E. F. DREW & CO. 
(Donahue & Coe, Inc., N. Y.) 


The TRI-NUT MARGARINE campaign 
now in 16 New England and Ohio markets 
(see Oct. 8 Spot Report) is expected to be 





Insurance Sales 


Hardware Mutuals of Stevens 
Point, Wis., has found television 
successful as a local medium. The 
firm reports, “Television has 
proved a highly effective medium 
for demonstrating policy advan- 
tages which could not be shown 
in a national medium because in- 
surance regulations vary so from 
state to state.” 

The firm, specializing in cas- 
ualty and fire insurance, prefers 
shows rather than 
announcements because better 
name identification is achieved, 
and because the complications of 
insurance coverage require the 
longer commercial time provided 
by ten- and 15-minute program- 


sponsoring 


ming. 

Currently, Hardware Mutuals 
maintains two programs that best 
typify the most productive pro- 
gramming for them. The firm 
sponsors Up-to-the-Minute News 
on WBAY-Tv Green Bay (10:05 to 
10:15 p.m.) three times one 
week and twice the next. Second- 
ly, it carries Pre-Game Huddle 
on WSAU-TV Wausau, a ten-minute 
show before the pro football 
game of the day. Another re- 
quirement these shows fulfill is 
the attainment of a high percent- 
age of male listeners, Hardware 
Mutuals points out. 

The company’s own continuing 
market research effort “has dem- 
onstrated beyond question that 
live local shows, with established 
personalities handling the com- 
mercials as well as the editorial 
comment, sell the Hardware Mu- 
tuals organization and its prod- 
uct.” 

















extended in a few markets soon. Agnes 
Day is the timebuyer. 


DREWRYS LIMITED, U.S.A., 


(MacFarland, Aveyard & Co., 
Chicago) 

The brewery will be sponsoring the TPA 
anthology series formerly called Stage 

7 in 11 midwestern markets, including 
Chicago, Detroit, Toledo, South Bend, Grand 
Rapids, Indianapolis and Ft. Wayne. 

The others are yet to be announced. The 
series will be entitled Play of the Week, 
and the host will be Don Ameche. 

Beverly Hicks is the timebuyer. 


E. I. DU PONT DE NEMOURS 
& CO., INC. 


(Batten, Barton, Durstine & Osborn, 
Inc., N. Y.) 


The Finishes Division which in March 
will be sponsoring ABC’s John Dalg and 
the News (see Tele-Scope, Dec. 17, 1956) 
is also looking for five-, ten- and 15- 





Distaff Prospects 


A new appraisal of daytime 
television with special emphasis 
for the auto industry has been 
prepared by the television divi- 
sion of Edward Petry & Co.., sta- 
tion representatives. 

“Mrs. America’s Own Show- 
room”™*shows that the woman is 
the one thing that daytime tele- 
vision and car makers have in 
common. The report states that 
more than a third of the nation’s 
drivers are women. And _ that 
Mrs. America’s dual role as 
“family chauffeur” and “budget 
director” are key reasons why 
the auto industry should direct 
campaigns in her direction. 

Secondly, the Petry appraisal 
asserts that car advertisers can 
reach their best distaff prospects 
via daytime tv. “Mrs. America’s 
Own Showroom” cites recent 
Nielsen studies for TvB which 
show that more than seven out 
of ten tv homes watch daytime 
tv on the average weekday. It 
strongly recommends the use of 
spot announcements for maxi- 
mum import in these “25 million 
showrooms.” 

In addition to the advantages 
of spot coverage and flexibility, 
the report shows. the overall 
economy of such a plan, with the 
added impact of minute com- 
mercials. 














Charles Buccieri, timebuyer at Young 
& Rubicam, Inc., N. Y., takes care 
of buying for P & G’s Spic and Span. 


minute news-weather-sports shows in the 
top 40 markets to start around March. 
Trow Elliman is the timebuyer. 


FADEX COMMERCIAL CORP. 
(Reach, Yates & Mattoon, Inc., N. Y.) 


This firm is the U.S. distributor for 
ISETTA, a car manufactured by the 
Bavarian Motor Works. The agency supplies 
local dealers with film in a co-op set-up 
and reports that schedules are now in 
some 40 markets. 


FORD MOTOR CO. 
(J. Walter Thompson Co., N. Y.) 


Tv spot plans for FORD TRUCKS 

are being considered for 1957. Decision is to 
be made in Detroit and, until 

the word comes out, it is difficult to 
determine the extent of the effort. It can go 
all the way from nothing to a two-ton 
campaign. The only certainty at press time 
is that it will not start before February 
and probably not before March. 

Tom Glynn is the timebuyer. 


CHARLES E. HIRES CoO. 
(N. W. Ayer & Son, Inc., N. Y.) 


There may be a few markets using spot in 
February. There is not too much activity 
expected from this firm, and if there 

is to be any additional placing of spot 
it won’t happen until early summer. The 
company buys only where it has company- 
owned plants—18 cities throughout the 
country in all. Jeanne Nolan is the 
timebuyer. 


INTERNATIONAL SHOE CO. 
(D’Arcy Advertising, Inc., St. Louis) 
The Friedman-Shelby branch, makers of 
RED GOOSE SHOES, is interested in 
picking up spots around the Game of the 
Week, CBS Television baseball coverage 
which starts in April. John Hyatt is the 
timebuyer. 


JOHNSON & JOHNSON 

(Young & Rubicam, Inc., N. Y.) 
There will be an increase in the advertising 
activity of this firm’s FIRST AID 

CREAM. Insofar as tv spot is concerned, 
there is at this point only some “tentative 
thinking.” Joseph St. Georges 

is the timebuyer. 





Crises in Color 


The crises in Hungary, featur- 
ing on-the-spot film coverage by 
station personnel, have been pre- 
sented in color by wrcv-tv Phil- 
adelphia. The two-week series, 
Hungary 1956, was seen from 
Dec. 10 to Dec. 21, Monday 
through Friday (11:15 to 11:25 
p-m.). 

A staff contingent, headed by 
newsman Taylor Grant, flew to 
Vienna to record scenes of flee- 
ing refugees and conduct inter- 
views with people who are a 
part of or have been close to 
the fatal freedom fight. The 
major portion of the film was 
a_ half-hour 
program on Dec. 22. 


used in wrap-up 

The series was presented on 
behalf of a fund appeal for the 
American Red Cross Hungarian 
Relief. A special booth was set 
up in wrcv-Tv’s lobby for the 
Relief effort. The first three tele- 
casts brought total contributions 
to $12,000, as compared with 
$6,000 the Southeastern Chapter 
of ARC collected the first week 
of its appeal without use of tv. 








WALTER H. JOHNSON CANDY 
co. 

(Hicks & Greist Co., N. Y.) 

Will continue present campaign 

(see Sept. 10 Spot Report) 

in 1957 and will probably add a few 
markets. Vince Daraio is the timebuyer. 


LARUS & BROTHER CO. 
(Reach, Yates & Mattoon, Inc., N. Y.) 
For HOLIDAY, its king-size filter 

cigarette in flip-top box, the company is 
setting up a special campaign in 
Worchester, Portland, Me., Manchester 
and New Haven. Minute films will be used. 
Frank Sharpe is the timebuyer. 


LEVER BROS. CO. 


(Ogilvy, Benson & Mather, Inc., 

N.. ¥.) 

The spot spread for DOVE is continuing, 
with new markets being added in 
January. Also, more money has been put 
into current list. Ann Janowicz is the 
timebuyer 


LEVER BROS. CO. 
(Batten, Barton, Durstine & Osborn, 
Inc., N. Y.) 


The schedules for WISK have been converted 
from night to day spots in all markets. 
(Continued on page 61) 
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The bride wore goggles 





On OCTOBER 26, 1912, an ungainly biplane 
swooped into a Michigan pasture like an 
overfed duck and promptly nosed over on 
its back. Its contents proved to be a teen-age 
couple who got married as soon as they re- 
gained consciousness. 


This was the world’s first aerial elopement. 


Art Smith, the groom, happened to have 
one of the country’s few flying machines be- 
cause he had built it, with his own hands, at 
age 15. And his parents had mortgaged their 
home to finance him. Their pride helped 
carry him through years of failure to soaring 
success as a famous early stunt flyer. 


But he didn’t remain a barnstormer long. 
In 1917 his pioneering skill was needed to 
train our World War I pilots. Then came 
America’s first air-mail service. And again, 
Art helped break the way—though it even- 
tually cost him his life. 


As American as Tom Swift, Art Smith was 
the farseeing and confident son of a country 
that has always produced far more than her 
Pe INE LOE Ay a r share of sure-footed visionaries. That’s a 





good thing to know, especially if you’ve 
been putting some money into this country’s 
Savings Bonds. 


It’s actually easy to save—when you buy Series E 
Savings Bonds through the Payroll Savings Plan. 
Once you've signed up at your pay office, your sav- 
ing is done for you. The Bonds you receive pay good U.S. Savings Bonds aren’t backed by gold 


interest—3% a year, compounded half-yearly when 


ilv | a 
held to maturity. And the longer you hold them, the or silver alone. They are backed by the 


better your return. Even after maturity, they go on character and abilities of 165 million Ameri- 
earning 10 years more. So hold on to your Bonds! cans. That’s why they’re one of the world’s 
Join Payroll Savings today—or buy Bonds where greatest investments. Buy them regularly — 
you bank. and hold on to them! 


Safe as America—US. Savings Bonds 


The U.S. Government does not pay for this advertisement. It is donated by this publication in cooperation with the 
Advertising Council and the Magazine Publishers of America. 
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Spot (Continued from page 59) 


These are set to run to early March. 
Doug Yates and Carrie Senatore are the 
timebuyers. 


LEWYT CORP. 
(local) 
This company’s big advertising push in 


1957 will include some $1 million set aside 


for co-op spot tv. The company’s agency, 
Hicks & Greist, does not enter into the 
icture. Placements will be made at the 
ocal level. 


McCALL CORP. 


(Shaffer, Brennan & Margulis 
Advertising Co., St. Louis) 
McCALLS MAGAZINE will be trying 


out daytime announcements for short runs. 


If it works, the publication will continue 
to use same. Sam B. Margulis, partner, 
is the timebuyer. 


MONTAG BROS., INC. 
(Day, Harris, Hargrett & Weinstein, 
Inc., Atlanta) 


This maker of school supplies and stationery 
is said to be thinking about using an 
all-ty campaign sometime this year. No 
definite plans as to when or where have been 
made known yet. Audrey S. Ferguson, 
media director, is the timebuyer. 


NATIONAL BISCUIT CO. 
(Kenyon & Eckhardt, Inc., N. Y.) 


For the coming year, most of the National 
Biscuit accounts handled at K&E will 
get the bulk of their support from 
network activity. However, the company 
will use spot as before to heighten 
activity wherever needed. Robert Innes 
and George Sinko are the timebuyers. 


NESTLE CO., INC. 


(Dancer-Fitzgerald-Sample, Inc., 
N. Y.) 


The push for MAGGI’S, an instant 
chicken and beef concentrate, has started 
in New York and five other major 

markets. The schedules are all minutes, 
mostly day but some nighttime, and will 
run into the warm weather. More activity 
is expected soon. William Santoni is the 
timebuyer. 


PEARL BREWING CO. 
(Pitluk Advertising Co., San Antonio) 


Pearl beer will be sponsoring Guild’s new 
series, Captain David Grief, in Dallas and 
Houston and has six other southwest 
markets under option. Jack Pitluk, 
president, is the contact. 


CHARLES PFIZER & CO. 
tr Redfield & Johnstone, Inc., 
) 


The campaign for CANDETTES, throat 
lozenges, will get going the second week of 
January in some dozen markets and 

will run into the middle of March. Betty 
Nasse is the timebuyer. 


PROCTER & GAMBLE CO. 
(Young & Rubicam, Inc., N. Y.) 


The campaign for SPIC & SPAN will get 
going in high about April. Charles 





Agnes Day, timebuyer at Donahue 
& Coe, Inc., N. Y., is assigned to 
E. F. Drew & Co. 


Buccieri is the timebuyer. 


F. S. ROYSTER, GUANO CO. 
(VanSant, Dugdale & Co., Inc.) 


The fertilizer firm has started a 17-week 


campaign in 16 markets in Va., N. C., S. C., 
Ala., Ga. and Miss., using weather and 
news shows, participations in and 
announcements around farm shows. Mrs. 
Rita Eastman is the timebuyer. 


JACOB RUPPERT 

(Warwick & Legler, Inc., N. Y.) 
This brewing company is now running 

tv and radio schedules in its markets in 
New York and the northeast section of 
the country. Also has newscasts in 

Boston and Providence. What it will be 
doing from now on depends on the budget 
for the coming year. Action on this has 
been delayed because of top-level re- 
organization at the company. Joe Hudach 
is the timebuyer. 


SAWAN, INC. 


(Kirkland-White & Schell Advertising, 
Atlanta) 
The maker of SAWAN GRASS SEED is 


expected to launch tv activity in Ala., Ga. and 
Miss. It is possible that the company will 
be taking on weather shows in one or 

two markets. J. A. Kirkland, partner, is the 
timebuyer. 





Durstine & Osborn: 


Walter Thompson. 


curement practices 


and recording standards. 


cause deterioration of the print. 





Lever Request 


In response to the November 1956 request of Lever Bros. Co. (see 
Film Sales lead, tv ace, Dec. 3, 1956) , the Film Producers Association 
of New York held a preliminary discussion with television production 
heads of all Lever agencies and made some specific recommendations 
on how to create film-quality standards for filmed commercials. 

The six agencies represented at the meeting were Batten, Barton, 
Foote, Cone & Belding; 
Ogilvy, Benson & Mather; Sullivan, Stauffer, Colwell & Bayles, and J. 


The representatives of FPA and the subjects they covered included: 
Robert Klaeger, vice president of Transfilm, print control; Lee Blair, 
president of Television Graphics, opticals and effect; 
president of Dynamic Films, sound; Peter Keane, technical director 
of Screen Gems, color and lighting; Don McCormick, vice president of 
UPA, animation; Peter Mooney, secretary of Audio Productions, pro- 
, and Leslie Roush, president of his own firm, pro- 
duction planning. Robert Lawrence, head of his own firm and FPA 
president, presided at the session. 

The principle points the producers made in their presentations were: 

e 1. A call for agency and sponsor help in getting assistance from 
networks and individual station operators to assure optimum trans- 
mission of film. This would mean substitution of 35mm for 16mm 
equipment wherever possible and modernization of sound playback 


e 2. Full teamwork between agency production personnel and the 
film producer. To do this most effectively, the following suggestions 
were made: avoid rigid patterns of procedure; allow producers to get 
in on production planning as early as possible; permit producers to 
retain control of such vital parts of production as sets, lighting, make- 
up, sound, casting and, especially, print processing. 

e 3. Proper appreciation of simplicity in technical planning. 
Opticals, reduction from 35mm to 16mm and mass printing tend to 


e 4. Time. More time for everything, including planning, produc- 
tion, lab work, inspection and for seminars and meetings. 


Kenyon & Eckhardt; 


Nat Zucker, 
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Sets in °57 

In 1957 “at least another 7 
million black-and-white television 
receivers will be made and sold 
and . . . color tv set sales will 
total several hundred thousand.” 

This outlook for the year 
ahead, along with other reveal- 
ing facts about the electronics 
and tv manufacturing industry, 
was voiced before the Business 
Forecast Symposium of the U. S. 
Chamber of Commerce by James 
D. Secrest, executive vice pres- 
ident of the Radio-Electronics-Tv 
Manufacturers Association. 

Mr. Secrest pointed to the 
emergence of the portable tv set 
as “one of the most significant 
developments . . . in 1956.” How- 
ever, he added that “one obvious 
result of this trend has been a de- 
cline in the average price of the 
tv receiver and an overall loss in 
tv revenue.” 

The size of the electronics in- 
dustry, measured in terms of fac- 
tory production and sales, was 
$5.9 billion in 1956 and twice 
that figure when distribution, 
servicing and broadcasting rev- 
enue are added, Mr. Secrest 
stated, adding that a ten-per-cent 
growth is expected next year. He 
said industry statisticians predict 
the entire income of the electron- 
ics industry will reach $22 billion 
by 1956. 











Spot (Continued from page 61) 


WM. SCHLUDERBERG- 
T. J. KURDLE CoO. 


(VanSant, Dugdale & Co., Inc., 


Baltimore ) 


The makers of ESSKAY meat products 

will be co-sponsoring Ziv’s Men of Annapolis 
in January in Baltimore and in Washing- 
ton in February. These will be added to 
their current holdings in Baltimore—spot 
schedules and Cisco Kid—a weather 

show in Washington and spot schedules 

in Norfolk and Richmond. Mrs. Rita 
Eastman is the timebuyer. 


STERLING DRUG, INC. 
(Thompson-Koch Co., N. Y.) 


The start of the IRONIZED YEAST 
campaign has been delayed and is now 
scheduled to get going Feb. 4. It will 

run in some 35 markets for 16 weeks and 
consist of two or three nighttime minutes 
per week. Robert Hall is the timebuyer. 
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SUN OIL CO. 

(Ruthrauff & Ryan, Inc., N. Y.) 
For its new five-way filling pump the 
company is following up a large-scale 
radio campaign with 52-week television 
spot placements in three markets. It is 
using Renick Reporting over wtvy Miami, 
Science Fiction Theatre over WSUN-TV St. 
Petersburg and Sherlock Holmes over 
wpsBo-tv Orlando. Vince De Luca is the 
timebuyer. 


WARNER-LAMBERT 
PHARMACEUTICAL CO. 
Lambert-Hudnut Division 
(Sullivan, Stauffer, Colwell & Bayles, 
Inc., N. Y.) 

For QUICK a spot effort is being started 

in approximately 15 markets, to run for 


11 to 13 weeks. Vera Brennan is the 
timebuyer. 


WHITEHALL PHARMACAL CO. 
(Ted Bates & Co., Inc., N. Y.) 
The campaign for ANACIN is getting 


underway in about 95 markets. Nighttime 
minutes are being used in this drive, which 
is running for 13 weeks. Nat Gayster 

is the timebuyer. 


STEPHEN F. WHITMAN & SON, 
INC, 

(N. W. Ayer & Son, Inc., N. Y.) 

This candy company has some two-week 
campaigns coming up, each of which 

will be carried in 58 markets and will 
consist of nighttime ID’s. These campaigns 
will run two weeks prior to Valentine’s 

Day, Easter and Mother’s Day. There is 
a possibility that for Mother’s Day 

the list will be upped by one or two 
markets. Jeanne Nolan is the timebuyer. 


ALLEN B. WRISLEY CO. 
(Fulton, Morrissey Co., Chicago) 

This soap company is looking at announce- 
ment packages for both day and night in 
selected markets. Katherine Hogan is 

the timebuyer. 





DORIS GOULD, timebuyer at C. J. 
LaRoche & Co., Inc., New York, has 
been assigned newly-acquired U.S. 
Tobacco Co. products (Encore, Sano, 
Old Briar, Model, etc.). Miss Gould 
also buys for Norelco and Necco. 


THELDA CORDANI, timebuyer on 
Procter & Gamble products at Comp- 
ton Advertising, Inc., New York, has 
resigned. Miss Cordani’s chief ac- 
counts were Dash, Cascade and Ivory 
Soap. DICK ZUVER will take over 
Ivory Soap and Dash and also will 
handle P&G new products. ROBERT 
LIDDEL will add Cascade to his list. 


JOE LINCOLN, timebuyer on Piel’s 
beer and White Owl cigars at Young 
& Rubicam, Inc., New York, is leaving 
after 12 years with the agency. Mr. 
Lincoln is headed south to Miami 
where he will join Agey Advertising 
Co. as media director, working on 
National Airlines. 


TWO timebuyers whose careers with 
Young & Rubicam, Inc., New York, 
nearly span the history of broadcast- 
ing, retire January 1. 

ED BYRNE, timebuyer for Swans 
Down Cake Flour and others, leaves 
after 29 years service with the agency. 
And A. B. PRATT, also a 29-year vet- 





Personals 


eran, bought for Singer Sewing Ma- 
chine Co. Messrs. Byrne and Pratt 
have announced no immediate plans. 
At press time, no successors had been 
named. 


HARRY A. EGBERT, director of 
media and merchandising at the 
Lavenson Bureau of Advertising, Inc., 
Philadelphia, has been elected vice 





president. Mr. Egbert has been with 
the agency since 1945 and has served 
as account executive and tv-radio di- 
rector. ELEANOR JANE SCHIA- 
VONE, with the Lavenson Bureau for 
a year in the media department, has 
been promoted to assistant media 
director. 














Directors (Continued from page 40) 


Lafayette 
KLFY-Ttv—James W. Lucas 

Lake Charles 
KPLc-tv—T. B. Lanford 
KTAG-TV—Raymond Dorsey 

Monroe 
KNOE-TV—Harry Arthur 

(pgm. dir.) 

New Orleans 
wpsu-Tv—Juanita Mitchell 
wsmr-tv—Robert E. Jeffers 

Shreveport 
KSLA-TV—Rocky Oliveri 
KTBS-Tv—Patrick J. White 


MAINE 
Bangor 
waBi-Tv—Ralph Libby 
Poland Spring 
wmtTw-tv—John T. Madigan 
Portland 
wcsH-Tv—William Kerkos 
WGAN-Tv—Samuel G. 
Henderson 


MARYLAND 

Baltimore 
waAm-tv—Herb Cahan 
WBAL-Tv—Sidney Barbet 
WMAR-TV—D. V. Stickle 


MASSACHUSETTS 
Adams 
woct-tv (Pittsfield) —M. 
Richard Bolender 
Boston 
wsz-tv—Harold Eckman 
WNAc-Tv—James Pike 
Springfield 
WHYN-TV—Kendall Smith 
ww_p—Dave Walker 


MICHIGAN 
Ann Arbor 
wpac-tv—Dave Pringle 
Bay City 
WNEM-TV—Thomas Mathews 
Cadillac 
wwtv—Jack Witter 
Detroit 
wyBK-Tv—Ralph R. Rust 
(pgm. optns. mgr.) 
wwJ-tv—Robert Benyi 
(fim. servs. mgr.) 
wxyz-tv—John F. Pival 
Grand Rapids 
woop-tv—Robert Smith 
Ironwood 
wsMs-Tv—William L. Johnson 
Kalamazoo 
wxkzo-tv—Charles T. Lynch 
Lansing 
wsi1M-Ttv—Philip E. Sherck 
Saginaw 
WKNx-Tv (Bay City-Midland) 
—Otto Allen 
Traverse City 
WPBN:Tv—Charles Leipham 


MINNESOTA 
Austin 
KMMtT-Tv—Gene P. Loffler 
Duluth 
KDAL-Tv—Lew Parker 
wosm-Tv (Superior, Wis.)— 
Ed Conrad 
Minneapolis-St. Paul 
KsTP-Tv—Del Franklin 
wceco-tv—Harry Jones 
wtcn-Tv—Gene Wecker 
Rochester 
KROC-TV—Donald Perry 


MISSISSIPPI 
Hattiesburg 
wpaM-tv—Charles Shade 
Jackson 
wstv—L. M. Sepaugh 
WwLst-tv—Bruce Nicholson 
Meridian 
wtok-tv—George Shannon 
Tupelo 


wTwv-Tv—Margaret H. Spain 


MISSOURI 
Columbia 
Komu-Tv—Lutz Winkler 
Hannibal 
KHQA-TV (Quincy, IIl.)— 
Charles Lotz Jr. 
Jefferson City 


KRcG-Tv—Laney Lee 


Joplin 
KOobDE-Tv—Harry D. Burke 
Kansas City 


KcmMo-Tv—T. R. Thompson 
KMBc-Ttv—Mori Greiner 
wpAF-Tv—Bob Musburger 
Kirksville 
KTtvo (Ottumwa, Iowa) — 
Jim Bolen 
St. Joseph 
KFEQ-TV—Bill Lund 
St. Louis 
Ksp-Tv—Keith Gunther 
KWK-tv—John Traxler 
Sedalia 
KDRO-Tv—Herbert W. Brandes 
KyYtv—Carl Fox 


MONTANA 
Butte 
KXLF-Ttv—Jay Jamotte 
Great Falls 
KFBB-Tv—Weldon Zimbleman 


Missoula 
Kmso-tv—A. J. Mosby 


NEBRASKA 

Hastings 
KHAS-Tv—Marsden Gary 

Holdrege 
KHOL-Tv—Bob Brooke 


Lincoln 
KOLN-TV—Eli Modenstein 


Omaha 
KMtTv—Gleen E. Harris 
wow-tv—Bill McBride 


NEVADA 

Las Vegas 
KLRJ-Tv—Mark Smith 
KLAs-Tv—Marian Y. Komar 


NEW HAMPSHIRE 
Manchester 
wmMur-Tv—William A. Gilder- 
sleeve 


NEW JERSEY 


Newark 
watv—Robert Paskow 


NEW MEXICO 
Albuquerque 
KGGM-Tv—Ed Sanchez 
KOAT-Tv—Walter J. Stiles 
Roswell 
Ksws-TV—Paul B. McEvoy 


NEW YORK 
Albany 
wepa-tv (Schenectady-Troy) 
—Charles G. Pogan 
wrri-tv (Schenectady-Troy) 
—Al Straus 


Binghamton 
WNBF-Tv—Ronald Maines 


Buffalo 
WBEN-TV—Quintin P. Renner 
wcr-Ttv—Van Beuren W. De- 
Vries 
Carthage 
weny-tv (Watertown) — 
David M. Graves 
Elmira 
WTVE-Tv—Thompson K. 
Cassel 


New York City 
wasc-tv—George Rice 
wcss-tv—William Lacey 

(mgr.) 
wor-Tv—Milford Fenster 
wrca-Tv—George Vales 


Plattsburg 


wetz—John Hansen 


Rochester 
WHAM-Tv—David Manning 
WHEC-Tv—Lowell MacMillan 
wroc-Ttv—David Manning 
wvet-tv—Art Cook 


Schenectady 
wros-tv—Albert G. Zink 


Syracuse 
WHEN-Tv—Gordon Alderman 
wsyrR-Tv (parent station of 

satellite wsyeE-Tv Elmira, 
N. Y.)—William V. Roth- 


Tum 


Utica 
wktv—Michael C. Fusco 


NORTH CAROLINA 
Asheville 
WLOs-Tv—Sterling Wright 


Charlotte 
wstv—J. Nathan Tucker 


Durham 
wtvp-tv—Clyde Knight 


Fayetteville 
wFis-tv—W. D. Bailey 


Greensboro 
wrmy-tv—Jack Wiggins 
wnct—A. Hartwell 

Campbell 


Raleigh 
wnao-tv—John H. Bone 


Washington 
witn-Tv—Hal Wilson 


Wilmington 
wmMFp-tv—Richard A. 
Dunlea Jr. 


Winston-Salem 
wsjs-tv—Carl Weigold 
wTos-Tv—James W. Coan 


NORTH DAKOTA 
Bismarck 
KBMB-TV—Judy Lawton 
KFyr-tv—A. L. Anderson 
Fargo 
KxyB-Tv—Alden R. Starkey 
and Robert Ringstad. 
wpay-tv—Ken Kennedy 


Grand Forks 


KNOX-tv—Robert C. 
Lukkason 
OHIO 
WAKr-TV—Roger G. Berk 
Ashtabula 


wica-Tv—John Strasen 


Cincinnati 
wcpo-tv—Dave Fliescher, 
James Keller, Jim Hurley, 
John Otting, Marsden 
Gribbell 
wkrc-Ttv—Barry Hersh 
WwLw-t—Tom Storey 


Cleveland 
wews—John J. Richards 
wyw-tv—Richard C. Wright 


Columbus 
WBNS-Tv—Betty Dixon 
wLw-c—Mary Renn 
wtvn-tv—J. W. McGough 


Dayton 

wH10-tv—James M. Cox Jr. 
Lima 

wimMa-Tv—Tom Ryan 
Steubenville 

wstv-Tv—Carl: Kroskey 
Toledo 

wspp-tv—Elaine S. Phillips 
Youngstown 


wFrMJ-tv—Gene Donahay 
wksn-tv—J. L. Bowden 


(Continued on page 64) 
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Zanesville 
wHiz-tv—Edward Fisher 


OKLAHOMA 
Ada 
KTEN—Brown Morris 


Ardmore 
Kvso-Tv—J. Galy Varnell 


Enid 

KGEO-Tv—George Streets 
Lawton 

Kswo-tv—P. N. Goode 
Muskogee 

KTvx—Ben January 
Oklahoma City 

Kwtv—W. Perry Dickey 

(mgr.) 

WKyY-tv—Tickie Bawden 
Tulsa 

Kotv—Glenn White 

Kvoo-tv—Allen Cox 
OREGON 
Eugene 

KVAL-Ttv—S. W. McCready 
Portland 

KLor-tv—S. John Schile 

KOIN-TV—Ted R. Gamble 
Roseburg 

KPic ‘(satellite of KVAL-TV 

Eugene, Ore.)—S. W. Mc- 
Cready 


PENNSYLVANIA 
Altoona 
wrsc-tv—Harley Shook 
Bethlehem 
WLEV-Tv—Elwood C. Ander- 
son 
Easton 
WCLV-Tv—William Bernstein 
Erie 


wicu-tv—John W. Cook 
wsEE—Frank B. Palmer 
Harrisburg 
wems-tv—Ed K. Smith 
wHP-tv—Dick Redmond 
wrpa—Mac McCauley 
Johnstown 
wArp-tv—Richard J. Butter- 
field 
wyac-tv—David Williams 
Lancaster 
WGAL-Tv—Paul C. Roden- 
hauser 


Philadelphia 
wcau-Ttv—Norman Leebron 
wrFit-tv—Ralph A. Goldstein 
wrcv-Tv—Edward Murray 

Pittsburgh 
KDKA-Tv—Richard Dreyfuss 

Reading 
wHuM-tv—John E. Schuler 

Scranton 
wARM-tv—Allen Hedgcock 
wesi-tv—Mort Rosenthal 

Wilkes-Barre 
wBrRE-Tv—Franklin D. Coslett 
wiLk-tv--Hal Berg 
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York 
wnow-tv—Richard E. Burg 
WsBA-TV—Jim Curtiss 


RHODE ISLAND 
Providence 
wJar-Tv—William L. Cooper 


Jr. 


SOUTH CAROLINA 
Anderson 
waim-tv (Greenville) —Virgi- 
nia Barath 


Charleston 
wesc-Tv—Ralph E. Thornley 


Columbia 
wis-tv—Ardian R. Munzell 
WNOK-tTv—R. L. Brown 


Florence 
wstw—George B. Bur- 
nette 


Greenville 
wrsc-tv — Charles E. How- 
ard, John R. Hilley, Ra- 


burn H. Butler, ass’t editor 


SOUTH DAKOTA 
Florence 
KDLO-Tv (satellite of KELO-TV 
Sioux Falls)—Joe Floyd 


Sioux Falls 
KELO-TV (parent station of 
satellite KDLO-Tv—F lorence) 
—Joe Floyd 


Rapid City 
KoTA-Tv—Norman Heffron 


TENNESSEE 

Chattanooga 
woEF-tv—Morris Quave 
wrep-tv—Harry Stone 


Jackson 


WDxI-Tv—Jimmy Vann 


Johnson City 
WJHL-Tv (Bristol-Kingsport) 
—Jack Sausman 


Knoxville 
WATE-TV—John H. Reese 
weir-Tv—Neal Branch 
WTVK-Tv—Sonny Broyles 


Memphis 
WHBQ-Tv—Mark Forrester 


wmct—Wilson Mount 
wrec-Tv—Jack Michael 


Nashville 
wiac-tv—John Link 
wsix-Ttv—James L. Harper 
wsM-Tv—Elmer Cartwright 


TEXAS 

Abilene 
KRBC-Tv—John Higgins 
KPAR-TV (Sweetwater)—Gar- 

vel Hector 

Amarillo 
KFDA-Tv—Dick Kneri 
KGNC-Tv—Bob Watson 


Austin 
KTBC-TV—E!mo Brown 


Beaumont 
KBMT-Tv—Mott M. Johnson 
Big Spring 
KBST-TV—William J. Wallace 


Corpus Christi 
KRISs-Tv—Harry Abbott 


Dallas 
KRLD-Tv—Nick Mueller 
wraa-Tv—Dunlap Clark, 
Richard E. Porter, James 
Boultinghouse. 


El Paso 
KILT-Tv—Edward Winton 
KRrop-tv—Dick Watts 
KTsM-tv—Jack Rye 

Fort Worth 
KFJz-tv—Arno Mueller 
wBapP-Tv—Lynn Trammell 


Galveston 
KGUL-TV (Houston) — M. B. 
Johnson 


Harlingen 
K¢BT-TV (Brownsville-McAl- 
len-Weslaco) — Troy Mc- 
Daniel 


Houston 
KPRc-Tv—Nadine Hammer 
KTRK—Hugh C. Pickett 

Laredo 
KHAD-Tv—Cleo E. Long 


Lubbock 
KcBp-Ttv—George L. Tarter 
KDUB-TV—Ellis Posey 
Lufkin 


KTRE-TV—Richman Lewin 


Midland 
KmMip-tv—B. F. Herndon 


Odessa 
KOSA-TV—John Vacca 


San Angelo 
KTXxL-tv—J. Harley Hubbard 


San Antonio 
KcoR-Tv—Robert Carns 
KENS-TV—Lynn Tisdale 
woal-tv—Faye Leavitt 


Sweetwater 
KPAR-Tv—Garvel Hector 


Temple 
KCEN-Tv—Burton Bishop 


Waco 
Kwtx-Ttv—George Wallace 


Weslaco 
KRGV-TV—Bill Rucker 


Wichita Falls 
KFpx-Ttv—D. A. Cannan Jr. 
KSyp-tv—Sidney A. Grayson 


UTAH 

Salt Lake City 
KSL-Tv—Richard V. Thiriot 
KTvT—Hal Child 
KuUTV—Sid Cohen 

VERMONT 


Burlington 
wcax-tv—Sherman Rutter 


VIRGINIA 
Bristol 
wcyB-Tv—Robert H. Smith 
Hampton 
wvec-tv (Norfolk) — Bob 
Champion 
Harrisonburg 
wsva-Tv—Margie Swain 


Lynchburg 
WLVA-TV—Warren Uttal 


Norfolk 
wrar-tv—Harold Soldinger 
wrov-tv—Madeline Shockley 


Richmond 
wrva-Tv—Robert S. Pie 


wtvr—G. Conrad Rian- 
hard 


Roanoke 
WbDBJ-Tv—Paul E. Reynolds 
wsLs-tv—Gordon Reid 


WASHINGTON 


Bellingham 
Kvos-Tv—David Mintz 


Seattle-Tacoma 
KING-Tv—Lee Schulman 
KOMO-TV—Dave Crockett 
KTNT-TVv—Burke Ormsby 
KtTvw—Howard C. Perkins 

Spokane 
KHQ-TV—William A. Neilson 
KREM-TV—Hughie Tanner 
KXxLy-Tv—Red Koenig 


WEST VIRGINIA 


Bluefield 
WHIs-tv—Mrs. Jean Ball 


Charleston 
wcuHs-tv—Morton S. Cohn 


Fairmont 
wyps-Tv—Robert Frazier 


Huntington 
WHTN-Tv—Dic Hite 
wsaz-Tv—Gayle MacCracken 


Parkersburg 
wtap—Edward Fisher 


Wheeling 
wrtrF-tv—Bill Ney 


WISCONSIN 

Green Bay 
WBAY-TV—James Krause 
wrrv-Tv—Robert Kranz 


La Crosse 
WKBT-Tv—Robert Skaran 


Madison 
wisc-tv—Richard Kepler 
wkow-tv—Frank Bignell 
wmtv—W. W. Edwards 


Marinette 
wMBv-Tv—Patrick Kehoe 


Milwaukee 
wisn-Ttv—Ann Fitzsimmons 
witt-tv (Whitefish Bay) — 
Dean McCarthy 
wtMJ-tv—James Fitzgerald 
wx1x—Leon Drew 








Superior 


wpsM-Tv—Edwin Conrad McCraken GUAM PUERTO RICO 
Agana Mayaguez 
oo Ziebell ALASKA KUAM-Tv—Donald C. Brown wora-tv—Reinaldo M. Du- 
Anchorage pont 
WYOMING KENI-Tv—Jeanette Jacobson HAWAII 
Cheyenne Fairbanks Honolulu San Juan oe 
KFBC-TV (parent station of KFAR-Tv—John Miller KGMB-Tv—Robert Costa WAPA-TV—Benigno Nosti 
satellite KstF-Tv) (Scotts- Juneau Kxona—Mike Carr wkAQ-tv—Carlos Garcia de 


bluff, Neb.) —Robert S. 


KINY-TV—William J. Wagner 


KULA-TV—Jack Burnett 


Quevedo 





Chemicals 


on the weather program. 


(Continued from 38) 


We selected Monday evening as the 
proper day. The program was at 6:30 
p-m., an ideal time for the farmer be- 
cause he would be in for dinner about 
then. Furthermore, Weather Report fol- 
lowed the first edition of the evening 
news. It was also helpful because the 
farmer had seen no weather forecast 
since the Friday before. And there is, 
of course, no subject of more interest 
to the farmer than the weather— 
especially in a fruit-growing district. 
So that was it—the right program, at 
the right time, with the right interest, 
and given by the right man. 


We had to decide how to prepare 
our commercials so that they would 
be acceptable. Who had heard of such 
items as hexachlorobenzene and maleic 
hydrazide—and who would remember 
them after they had heard of them? 
The key to the presentation was the 
fact that this was a visual promotion, 
and that we were free to use any form 
of presentation that we wished. In 
view of the fact that variety makes 
for interest, we decided to use all 
forms available to us. We used live 
commercials with such visual aids as 
properly printed signs, slides, photo- 
graphs, and even one-minute films 
made with our own personnel. To com- 
plete the presentation, it was decided 
to carry the idea one step further and 
acquaint the grower with our location 
and the total selection of chemicals 
available through our organization. 

For this we had made a replica of 
our building about four feet high and 
five feet long. The building was hinged 
so that it could be opened, and on the 
inner walls we made shelves which in 
turn were filled with bottles contain- 
ing the actual chemicals that we sell. 

This means of display was impres- 
sive, even to our own personnel, who 
hadn’t realized the variety that we 


carry. 

As noted before, the response to the 
program was instantaneous and aston- 
ishing. We found at the beginning that 
we had to have enough stock on hand 
to handle more than average amount 
of sales of any chemical that might 
appear on the program. It was not un- 
usual to sell completely out of some 
items that we would present. For 
instance, we showed a _ one-minute, 
locally made movie of an application 
of Du Pont’s Marlate 50 being used 
for fly control on cattle. We had sold 
our entire inventory of this item be- 
fore noon of the next day. 


Tough Names 


Another time we advertised Geigy’s 
Chlorobenzilate—and that’s a tough 
name to remember—and had two calls 
for it as soon as the gates opened at 
the plant the next morning. This was 
followed by numerous requests from 
farmers approached by our salesmen 
for this material. Yet, to our know- 
ledge, they had never heard of it pre- 
viously, and this was the first year that 
it had been available for sale. 

Our sales season is only about six 
to eight months long, but we decided 
to continue it right through the winter 
this past year. There was some criti- 
cism from various sources in our or- 
ganization at first, but once the con- 
crete results started showing up all 
criticism stopped. For example, on one 
program we did nothing more than 
introduce the personnel from our or- 
ganization who might be expected to 
be in contact with the farmers. The 
next day we got two telephone calls 
from growers having large acreages, 
requesting that one of the men intro- 
duced on the program be sent out to 
plan their spray programs for the com- 
ing year. This one program brought in 
enough business to pay for two months 
of programs. Yet it was put on in the 
dead of winter when there was at least 
a foot of snow on the ground. 


During this time we also had the 
opportunity to acquaint our viewers 
with the fact that we are distributors 
for a number of national concerns. We 
not only listed these concerns for them 
to see, but we introduced the company 
representatives who were serving the 
area. Again the grower began to 
realize that we did have not only the 
selection of materials but also the 
knowledge to back up the use of them. 
Thus we were able, visually, to ac- 
quaint the grower with the manufac- 
turer’s name in such a way that he 
could remember it, and also to allow 
him to see in print the name of the 
chemical the manufacturer produced. 


From this experience we feel that 
television sells our products the whole 
year long. Surely the farmer is inter- 
ested in chemicals at the time of year 
when he needs them immediately, but 
it has been proven to our satisfaction 
that he likes to learn what they are 
and where they are previous to the 
season’s use. We have had growers 
come to us in the spring and ask 
for chemicals—by name, too—about 
which they had heard on a television 
program the previous fall. This, to us, 
made the interest greater, for we real- 
ized that there were benefits more re- 
mote than any immediate results that 
were so measurable. 


It is our feeling, then, that in a 
marketing area where the farm popu- 
lation forms such a high percentage of 
the listening audience there is no more 
effective means of reaching them than 
television. This is especially true where 
one station serves the entire area. We 
are convinced that dollar for dollar 
there is no greater result from the 
combination of both audio and visual 
selling, and that when we really want 
the grower to understand and accept 
such jaw-breaking names as terrachlor, 
methoxychlor and maleic hydrazide, 
we just turn to television and its un- 
matched method of presentation. 
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Packagers (Continued from 33) 


Judson 6-3675. 


Available Packages: 

Bulldog Drummond (8), The Big 
12 (12), Topper Features (4), 
Laurel and Hardy (10), Comedy 
Theatre (17), East Side Kids (9), 
Special Attractions (5), Suspense 
Package (9), Western Thrillers 
(10). 


The Bulldog Drummond pictures fea- 
ture three different actors in the title 
role—John Howard in four of them, 
John Barrymore in three and Ray Mil- 
land in one. The Big 12 package offers 
films with such stars as Alan Ladd, 
Victor Mature, Constance and Joan 
Bennett, while Comedy Theatre fea- 
tures Zazu Pitts, Billy Gilbert and 
Frank Fay, among others. 


Sales Department: 


Arthur Kerman, president, is in charge 
of sales. Salesmen and their territories 
are: Phil Cooper, 11 western states; 
Ben Barry and Howard Grafman, eight 
midwest states; Mickey Zide, Mich- 
igan; William Pomeroy, two midwest 
states and southeast; Nathan H. Zeli- 
kow, southwest; Mac Farber, New 
England. 


Guild Films Co., Inc. 
460 Park Ave., New York 22, N. Y. 
Murray Hill 8-5365. 


Available Packages: 
Guild Features (250), Western 
Features (98). 


The Guild films are those from the 
MPTV library, which at one time con- 
tained 600*features. The films are of 
every type, and some of the stars are 
Richard Carlson, James Mason, Merle 
Oberon and George Raft. Included in 
this package also are some British- 
made productions with Sir Laurence 
Olivier, Rex Harrison and Richard 
Greene. The Westerns consist of 19 
films with Eddie Dean, eight with Tex 
Ritter and Dave “Tex” O’Brien, two 
Hoot Gibsons, four Bob Steeles, 16 
with Buster Crabbe and Al St. John, 
16 John Waynes, 17 Johhny Mack 
Browns and eight each with Lash La- 
rue and Jimmy Wakely. 
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Sales Department: 


John J. Cole, vice president in charge 
of sales; Marvin Grieve, New York 
account executive; Jerry Liddiard, 
eastern syndication sales supervisor; 
Irving Feld, western syndication sales 
supervisor; Nita Nagler, sales coor- 
dinator. Salesmen and their headquar- 
ters are: Bruce Collier, Dallas; Dal- 
ton Danon, Hollywood; Robert De 
Vinny, Chicago; Merriman Holtz, 
Portland, Ore.; Herb Pearson, Colum- 
bia, S. C.; Vic Peck, Kansas City; Ted 
Swift, Cleveland; Fred Yardley, Ex- 
eter, N. H.; Caldwell Television Film 
Sales, Toronto; Geoffrey Bernard, 
London. 


Hollywood Television Service, Inc. 
4020 Carpenter St., North Hollywood, 
Calif. 

Poplar 3-8807. 

(New York office: 1740 Broadway, 
Judson 6-1700; Richard G. Yates, vice 


president. ) 


Available Packages: 

Preferred Features (13), Family 
Features (13), Deluxe Features 
(3), Mystery Features (26), Select 
Features (26), Golden Features 
(26), Emblem Features (26 ),Tro- 
phy Features (26 ),Gold Medal Fea- 
tures (26), Prize Features (26), 
Jubilee Features (26), Diamond 
Features (26), Specialty (1), Em- 
erald (13), Silver (24), Pioneer 
Westerns (26), Frontier Westerns 
(13), Lone Star Westerns (13), 
The Plainsmen Westerns (26), 
John Wayne Westerns (15), Nug- 
get Westerns (51). 


The 435 features in the list were pro- 
duced by Republic Pictures Corp., of 
which Hollywood Television is a wholly 
owned division. John Wayne, in addi- 
tion to starring in the 15 Westerns 
which make up John Wayne Westerns, 
is featured in several other films in 
the Emerald and Silver group. 


Sales Department: 


Earl R. Collins, president and general 
sales manager; Richard G. Yates, vice 
president; Lester J. Nelson, secretary- 
treasurer. Salesmen in the following 
branch offices are: E. H. Brauer, At- 
lanta; Judson Parker, Boston; Leon 
Herman, Buffalo; J. H. Dillon, Char- 
lotte; Sam Seplowin, Chicago; George 


Kirby, Cincinnati; Jules Livingston, 
Cleveland; Barney Brager, Dallas; 
Gene Gerbase, Denver; Ken Weldon, 
Des Moines; Morris Dudelson, De- 
troit; Paul Webster, Indianapolis; S. 
W. Longan, Kansas City; Jack Dowd, 
Los Angeles; Nat Wyse, Memphis; 
Jack Frackman, Milwaukee; Joseph 
Loeffler, Minneapolis; Leo Seicshnay- 
dre, New Orleans; Joseph Wohl, New 
York; Jake Guiles, Oklahoma City; 
Norman Silverman, Philadelphia; Law- 
rence Seidelman, Pittsburgh; Raymond 
McCafferty, St. Louis; George Mitchell, 
San Francisco; Paul McElhinney, 
Seattle; Harold Laird, Tampa; Jake 
Flax, Washington, D. C. 


Interstate Television Corp. 
445 Park Ave., New York 22, N. Y. 
Murray Hill 8-2545. 


Available Packages: 
5-Feature (5), 21-Feature (21), 
30-Feature (30). 


In the 5-Feature group are pictures 
with Ginger Rogers, Jean Parker, Vir- 
ginia Bruce and James Dunn. The 21- 
Feature list consists of several King 
Bros. productions and some starring 
Jackie Cooper and Frankie Darro. The 
bulk of the 30-Feature group is com- 
prised of films made between 1949-51. 


Sales Department: 


Lloyd L. Lind, vice president and na- 
tional sales New York; 
Robert Newgard, west coast sales man- 
ager, Hollywood; Richard Ostrander, 
midwest sales manager, Cincinnati; 
Paul Blair, Chicago; Jay Rubin, Dal- 
las; William Kahan, Kansas City; 
Henry Profenius, Greensboro, N. C.; 
George Oullahan, Toronto. 


manager, 


Major Television Productions, Inc. 
1270 Ave. of the Americas, New York 
20, N. Y. 

Plaza 7-6990. 


Available Packages: 
Top A’s (26), Matinee Special 
(9), Outdoor and Action (13). 


The Top A group includes one 20th 
Century-Fox release, two from Colum- 
bia, six from RKO, 12 from United 
Artists and five from independent pro- 
ducers. These were made as early as 
1932 and as late as 1954. The Matinee 
Specials are aimed at women and chil- 
dren; seven of them are United Artists 








films, the other two were made by 
RKO. The Outdoor and Action list of 
films stars such names as Richard 
Arlen, Ralph Bellamy, George O’Brien 
and Paul Kelly. 


Sales Department: 


Irving Lesser, president, New York. 
Sales representatives are: Barry-Graf- 
man and Associates, Chicago; Nathan 
Zelikow, Houston; William Pomeroy, 
Detroit; Tom Corradine Associates, 
Inc., Hollywood; Jerry Solway of Tele- 
film of Canada, Toronto. 


MGM- TV 
701 Seventh Ave., New York 36, N. Y. 
Judson 2-2000. 


Available Packages: 
MGM Golden Treasury (723). 


The films in the Golden Treasury are 
from the pre-August 1948 library of 
MGM and include the top films made 
with Gable, Garbo, Tracy and other 
name stars from the studio. The com- 
pany at this time is selling only the 
whole package. 


Sales Department: 


Charles C. “Bud” Barry, vice president 
in charge of television; Richard A. 
Harper, director of operations; C. 
Peter Jaeger, eastern division sales 
manager; Maurice Gresham, western 
division sales manager (office in Cul- 


ver City, Calif.). 


National Telefilm Associates, Inc. 
60 W. 55th St., New York 19, N. Y. 
Plaza 7-2100. 


Available Packages: 

Rocket 86 (86), Twentieth Cen- 
tury-Fox (52), TNT (35), Fabu- 
lous Forty (46), PSI (40), P. C. 
(22), Westerns (31), Impact 
(13), Hal Roach (14), Beverly 
(8, Great Crusade (8), Cardinal 
(7), GSE (3). 


The 52-picture Fox package was the 
one purchased in May 1956. The 
Rocket 86 group consists of 78 of the 
first batch of Fox films in the trans- 
action which will see NTA come up 
with 390 Fox films within the next five 
years. (Newsfront Tv acE, Nov. 19, 
1956.) Included in the eight other 
films in this package are Somerset 
Maugham’s Encore and Trio. The TNT 





Lighting Color 


Century Lighting, Inc., New 
York, has established a new de- 
partment devoted exclusively to 
handle all 
facets of col- 
or in light- 
ing. Named 
to manage 
the new unit 
is Rollo Gil- 
lespie Wil- 
liams, who 
has had 25 
years’ ex- 
perience in color, stage and 
architectural lighting. 

The color lighting department 
will “pursue research and de- 





velopment in light sources, color 
media, color quality and color 
control,” according to the an- 
nouncement by Nathan Sonnen- 
feld, New York sales manager. 

In addition to television, the 
new department will service mo- 
tion picture, theatrical and archi- 
tectural lighting fields. 











group consists of David O. Selznick 
features, and Rank and Korda pictures 
made in England are part of the Fabu- 
lous Forty list. 


Sales Department: 


Harold Goldman, vice president in 
charge of sales; Aaron Beckwith, direc- 
tor of sales development; Seymour 
Kaplan, Sam Gang, George Gilbert, 
New York; E. Jonny Graff, vice pres- 
ident, midwest sales, Allen Ash, Chi- 
cago; Don Swartz, Gerald Corwin, 
Minneapolis; Edward M. Gray, vice 
president, coast sales, Peter 
Rodgers, Jerome Kurtz, Los Angeles; 
Nicholas Russo, Boston; Napolean 
Vaillancourt, Montreal. NTA Film Net- 
work: Bernie Tabakin, vice president, 
west coast sales, William Koblenzer, 
eastern sales manager, Victor Bikel, 
Anthony Azzato, New York. 


west 


RKO Television, a division of 
RKO Teleradio Pictures, Inc. 
1440 Broadway, New York 18, N. Y. 
Longacre 4-8000. 


Available Packages: 
Million Dollar Movies (45). 


In the group of 45 films are 30 of the 
Bank of America pictures bought in 
March 1954 for four years for $1.25 
million. This was considered the first 
big-name, big-picture buy for tv and 
includes films with stars such as Ron- 
ald Colman, Frank Sinatra, Olivia De 
Havilland, James Stewart and Ingrid 
Bergman. The additional 15 films were 
added from time to time and are also 
big-name productions. 


Sales Department: 


Robert Manby, president in 
charge, Peter Robeck, general sales 
manager, William Finkeldey, syndi- 
cated sales manager, Max Bradbard, 
eastern sales manager, New York; 
George Morris, midwest sales manager, 
Chicago; William Gorman, western 
sales manager, Los Angeles. (In addi- 
tion, 32 regional managers for RKO 
Radio Pictures represent RKO Tele- 
vision in their respective areas. ) 


vice 


Screencraft Pictures, Inc. 
15 W. 44th St., New York 36, N. Y. 
Murray Hill 7-5011. 


Available Packages: 

Star Group (17), Variety Group 
(28), British Group (13), West- 
erns (38). 


The Star Group presents James Cag- 
ney, Nelson Eddy, Richard Arlen, Kay 
Francis, Charles Coburn and others in 
films made between 1938 and 1951. 
The Variety Group consists of eight 
dramas, six mysteries, four comedies, 
nine romance stories and three adven- 
tures—all available in specially edited 
versions running 27 minutes. The Brit- 
ish Group consists of films produced 
from 1944 to 1951. The Westerns also 
are available in specially edited 27- 
minute versions. 


Sales Department: 


Peter M. Piech, national sales manager, 
Cy Eichman, Mike Mills, New York. 
Sales representatives are: Tom Corra- 
dine and Kyle Thomas of Tom Cor- 
radine Associates, Hollywood; Jack 


Russell and William C. Vidas, Chicago. 


Screen Gems, Inc. 
711 Fifth Ave., New York 22, N. Y. 
Plaza 1-4432. 


Available Packages: 
Hollywood Movie Parade (104). 
(Continued on page 68) 
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Hook up with 





> Here’s an old estab- 

lished one-stop source for 
all your direct mail adver- 
tising needs at reasonable 





oa a> 
ys. —_ 


HOOVEN LETTERS, INC. 


Producers of the famous indi- 
vidualized automatically type- 
written Hooven Letter, type and 
machine addressing, multigraph- 
ing, Nahmco Process Letters and 
all mailing and lettershop serv- 
ices. 


onggne 
Met 


THE HORACE H. NAHM COMPANY 
Creators and producers of direct 
mail and printed advertising. 
Idea, Planning, Copy and Art 
facilities for resultful printed 
promotions. 


HOOVEN LITHOGRAPH COMPANY a 


Producers of high quality offset 
printing in black and white and 
color. 













NAHM PHOTOGRAVURE ie, 
COMPANY in’ 
Designers and producers of 


finest quality engraved and 
rotolith letterheads. 






i 
es Fags 
Ae, pl 





HOOVEN LETTERS, INC. 


352 Fourth Ave., New York 10, N. Y. 





COMPLETE DIRECT MAIL SERVICES 
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P ackagers (Continued from page 67) 


Hollywood Movie Parade (104), 
Hollywood Mystery Parade (52). 
Recently added by purchase of 
Hygo Television Films and its af- 
filiates, Unity Television Corp. and 
Argyle Television Films: 426 
films, 136 westerns. 


The Hollywood packages are from the 
library of the parent company, Colum- 
bia Pictures Corp. The Hygo group 
consists of films that were in the fol- 
lowing packages: Showmanship (26), 
New 22 (22) and Plus 80 (80). How- 
ever, it is expected that the entire list 
will be altered and new package group- 
ings will be made. 


Sales Department: 


John H. Mitchell, vice president in 
charge of sales, Jerome Hyams, direc- 
tor of syndicated sales, Ben Colman, 
eastern area manager, Marvin Fraum, 
Dan Goodman, George Hankoff, New 
York; Henry Gillespie, midwestern 
area manager, George Fisher, Jeanne 
Ramsey, Charles F. Whipple, Chicago; 
Richard Dinsmore, western area man- 
ager, Thomas Seehof, Hollywood; 
Frank Browne, southern area manager, 
New Orleans; Don Bryan, Columbia, 
S. C.; Peter Cary, San Francisco; 
William Connelly Jr., Pittsburgh; 
Robert Donnelly, Minneapolis; John 
Eisele, Roy George, Dallas; John Hunt, 
Seattle; Ev Jarrett, Cleveland; A. 
Frank Parton, Houston; John Rossiter, 
Boston. No new assignments were made 
at press time of the Hygo salesmen 
who will become part of the Screen 
Gems sales force. Following are the 
Hygo salesmen and their previous as- 
signments: Robert Seidelman, general 
sales manager, Stanley Dudelson, mid- 
west division manager, Richard P. 
Buch, western division manager, Wil- 
liam E. Young, southern division man- 
ager, Carl Goldstein, 
division manager. 


southwestern 


Sterling Television Co., Inc. 
205 E. 43rd St., New York 17, N. Y. 
Oxford 7-2520. 


Available Package: 
The Sterling Group (35). 


The films in the list consist of a variety 
of mysteries, comedies, adventures 
and dramas with stars like Cary Grant, 


Henry Fonda, Rex Harrison, Ida Lu- 
pino, Vivien Leigh and Douglas Fair- 
banks Jr. Two pictures in the group 
were produced in 1954. 

Sales Department: 

Bernice Coe, sales manager, New 
York; Elliott Abrams, Chicago; Lee 
Orgel, Hollywood. 


Television Programs of America, 
Ine. 

488 Madison Ave., New York 22, N. Y. 
Plaza 5-2100. 


Available Package: 

Edward Small Features (26). 
The films from the independent pro- 
ducer, Edward Small, vary in content; 
some of the stars featured are Orson 
Welles, Madeleine Carroll, Louis Hay- 
ward, Brian Aherne and Joan Fon- 
taine. 


Sales Department: 


Michael M. Sillerman, executive vice 
president; William H. Fineshriber Jr., 
vice president for national and New 
York division; Bruce Eells, western 
division vice president; Hardie Frie- 
berg, eastern division vice president; 
Vincent Melzac, vice president for 
sales coordination and expansion; 
Walter J. Plant, central division man- 
ager; Robert W. “Pat” O’Brian, Chi- 
cago division manager; Kurt Blum- 
berg, assistant vice president; Manny 
Reiner, foreign sales manager. 


United Artists Corp. 
729 Seventh Ave., New York 36, N. Y. 
Circle 5-6000. 


Available Package: 
Top 39 (39). 


The 39 films are those released by 
United Artists between 1950 and 
1955. Some of the stars and years in 
which the films were produced are 
John Garfield and Shelley Winters, 
1952, Glenn Ford, 1953, Ginger 
Rogers, 1954, Gregory Peck, 1955. 


Sales Department: 


John Leo, director of sales; Jack Flax, 
sales representative. (In addition, local 
United Artists offices and exchanges in 
key cities handle the package.) 








In the picture 


Frank White (left), formerly board chairman of McCann- 
Erickson Corp. (International) and a vice president of Mc- 
Cann-Erickson, Inc., the parent company, has been elected senior 
vice president, treasurer and chairman of the finance committee 
of McCann. Wilbert G. Stilson, formerly vice president, 
treasurer and chairman of the finance committee of the agency 
becomes executive vice president in charge of the parent com- 
pany’s headquarters, and also vice chairman of the operations 
committee. With Mr. White moving over from the International, 
Edward R. Beach, its president, takes over his duties. 








Recent acquisition of Brisacher, Wheeler & Staff, ry 
San Francisco, and the Mayers Co., Los Angeles, 4 
sees appointment of new directors at Cunningham 
& Walsh, New York. The board is broadened to in- 
clude (1. to r.) Franklin C. Wheeler and Robert 
Brisacher, of the San Francisco agency, and 
Henry Mayers, of Los Angeles. Ivan Hill, whose 
Chicago agency was earlier merged with C&W, also 
becomes a director. Wheeler and Mayers continue 
as presidents of their west-coast divisions. 





The new president of the Station Representatives Assn. is Frank M. Headley, who is 
president of H-R Representatives and H-R Television, New York. He has headed H-R radio 
and tv firms since 1950. Before that he was president of Headley-Reed Co., a representa- 
tion company, from 1939 to 1950. Before entering broadcasting, he was with Standard Oil 
Co. in Nebraska in 1930, practiced law in Omaha from 1932 to 1934 and was an FBI 
special agent from 1934 to 1936. Then he joined Kelly-Smith as manager of the radio 
division and was there until 1939. Mr. Headley succeeds Adam Young Jr., who heads his 
own representative firm, and who has been SRA president for two terms. Re-elected vice 
president is H. Preston Peters, president of Peters, Griffin, Woodward. Also re-elected was 
Eugene Katz, Katz Agency president, as association treasurer. 





Rolland W. Taylor, whose election as vice chairman of the board of Foote, Cone & 
Belding has been announced, is currently serving his second tour of duty with the agency. 
He joined FC&B in January 1956 as executive vice president in charge of the New 
York office. For three years before that he had been vice president in charge of advertising 
for the Colgate-Palmolive Co. He entered advertising with William Esty & Co., where he 
worked on such accounts as Colgate, R. J. Reynolds and Thomas Leeming (Ben-Gay and 
Pacquin). He joined FC&B the first time in 1947. After four years in the Chicago office 
he was transferred to New York. During this time he was supervisor on the Pepsodent, 
Hiram Walker, Kimberly-Clark and General F oods accounts. In 1953 he resigned to join Col- 
gate-Palmolive. Early in his business carrer, Mr. Taylor was with Kroger stores. 





In what American Broadcasting Co.’s new tv head, Oliver Treyz, calls a “critical and 
crucial” appointment, James T. Aubrey Jr. has been named vice president in charge of 
programming and talent for the network. With talk of much program acceleration—live and 
film both—Mr. Treyz says the web “deliberately looked for a young man thoroughly ex- 
perienced in network operations and highly skilled in the creative program field.” Before 
joining ABC-TV, Mr. Aubrey was general manager of KNxT Hollywood and of the Colum- 
bia Television Pacific Network from 1952 to 1956. He is a summa cum laude graduate of 
Princeton University (1941) and served with the U. S. Air Force during World War II. 
He was discharged as a major. His wife, Phyllis Thaxter, is an actress who has appeared in 
a number of films. They have two children, a daughter, Susan, 11, and James, 4. 
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The man who 
wouldn't give up 


500 MASSED 
ROCKETS shook 
Brooklyn Bridge, 
screamed up into 
the May evening 
and showered the 
city with red and 
gold. 

While behind a 
darkened window, 
a big, gaunt man sat and watched, too 
crippled and painwracked to attend the 
opening day festivities for the bridge. 

, This was a pity, for he had built it. ¢ 

Which means that when money gave 
out, Chief Engineer Roebling pleaded for 
more. When disturbing changes of plan 
had to be made, Roebling fought them 
through. And when a hundred panicked 
men were trapped under the East River 
in a flooded caisson, Roebling saved them. 

Spinning the giant steel spiderweb not 
only exacted 13 years of Roebling’s life, 
from 1870 to 1883, but very early in the 
game it crippled him forever with the cais- 
son disease. 

Yet he saw the job through to the end. 
His were the courage, skill and vision that 
make Americans a nation of great builders 
—a strong, growing nation. And a nation 
whose Savings Bonds rank with the 
world’s finest investments. 

For the constructive strength of 168 
million Americans stands behind these 
Bonds. This is why our Government can 
absolutely guarantee the safety of your 
principal—up to any amount—and the rate 
of interest you receive. 

You cannot get a better guarantee than 
that. Why not invest in U.S. Savings Bonds 
regularly—where you bank or through the 
Payroll Savings Plan where you work? 
And hold the Savings Bonds you have. 


Safe as America—U.S. Savings Bonds 


The U.S. Government does not pay for 
this advertisement. It is donated by 
this publication in cooperation with the 
Advertising Council and the Magazine 
Publishers of America. 
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We know that all film men worth 
their celluloid have made resolutions 
for 1957 such as never to forget to 
put film in the can before shipping, 
to be sure that films arrive at the 
station not only on time but safe 
and with sound and to see to it that 
the other guy doesn’t cut prices and 
so forth. But what about the secret 
dreams of the key men who control 
the feature-film supply for tv? We 
couldn’t let another year go by with- 
out finding out, especially since we 
ourselves resolved last year not to 
put off to next year what we can do 
this year. So we asked some of the 
feature-film company executives to 
make an exclusive New Year’s Resolu- 
tion for TELEVISION AGE and here’s 
what came out: 













50161 Na ea 

George T. Schupert, president, ABC 
Film Syndication: 

“T resolve that in order to keep 
my weight down I will commute from 
my home in Mt. Kisco to New York 
City each day by bicycle.” 

* * * 

Richard G. Yates, vice president, 
Hollywood Television Service: 

“T resolve that I will do all that 
I can to see to it that my boat doesn’t 
sink more than twice during 1957.” 

* * * 

Arthur Kerman, president, Governor 
Television Attractions: 

“T resolve that I will not have any 
children for at least another year.” 

* * * 

Eliot Hyman, president, Associated 
Artists Productions: 

“For the new year I resolve to try 


not to do more than 93 things at one 


time.” 
. - 7 


Jules B. Weill, president, Fortune 
Features: 

“I resolve not to play any golf 
except on Fridays of any business 


week.” 
* * * 


Erwin H. Ezzes, vice president and 
general manager, C & C Television: 
“I promise that Ill barter a new 
print of Gunga Din if Steve Allen will 
teach my kids how to wear glasses and 
play the piano.” 
* * * 
Robert Manby, vice president, RKO 
Television: 
“IT promise during the year to make 
a diligent search for those marvelous 
eyeglasses that give an executive hind- 
sight as well as foresight.” 
* * * 
Edward Berkson, president, Screen- 
craft Pictures: 
“Because my wife packs a solid 
right to the jaw, 
“T promise to be nice to my mother- 
in-law.” 
a 7 * 
Mike Mills, vice president, Screen- 
craft Pictures: 
“T resolve this year to cut the 
praises. 
“And give out, instead, some two- 


buck raises.” 
= * * 


Irving Lesser, president, Major Tele- 
vision Productions: 

“T resolve to wish myself a prosper- 
ous year without working so hard.” 
* * * 

Reub Kaufman, president, Guild 
Films: 

“TI resolve to work on my congress- 
man to get him to enact a bill that 
will bring the South Sea Islands closer 


to New York.” 


* * * 
Ely Landau, president, 
Telefilm Associates: 
“I resolve to investigate the pos- 


National 


sibilities of celestial television, and 
if there is something in the wild blue 
yonder besides space that’s in any way 
suitable for tv, I’m going to make it 
a point to bring it down to earth.” 














“FAN IN THE STANDS” 
(15 min. preceding ““Warm-Up”) 





(bet. “Fan in the Stands” and “Warm-Up”) 
“WARM-UP” (ten minutes) 

MINUTE (bet. “Warm-Up” and “Game”) 
CO-SPONSORSHIP OF GAME ¢s568-§2) 
MINUTE (bet. Game and “Tenth Inning”) 
“TENTH INNING” 

ORIOLES “NEST” 

HOT STOVE CORNER 

PAUL RICHARDS SPEAKS 


WBAL 



































NOW ON POWERFUL 


50.000 WATT 
WBAL 


Baseball will be bigger than ever this year! Every 
single Oriole Game will be broadcast on Mary- 
land's BIG STATION—50,000 watt WBAL. 
Coverage will be far and wide all over Maryland 





and surrounding states, too. One-half of each 
game is being sponsored by Gunther Beer. You 
can get your product into each game —if you act 
at once! Call WBAL or any Christal office soon ! 


1090 ON YOUR DIAL ¢ 50,000 WATTS 
Nationally represented by HENRY |. CHRISTAL CO. 











Kansas City 


instead of blue-sky 


claims of audience 


get down-to-earth 


proof* of audience 


*More quarter-hour firsts, according to 
PULSE (August), ARB (November) and 
NIELSEN (July) than any other station 
in the Greater Kansas City area. 


Joe Hartenbower, General Mgr. 
Sid Tremble, Commercial Mgr. 
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JOHN BLA 


MEREDITH Zude cod Yeluain STATIONS 
-attitiated with Better Homes and Gardens ane Successful Farming magazines 





